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ABSTRACT 
 
 China is developing rapidly in a capitalistic mode, however, “rationality”, as an ethos of 
capitalism defined by Weber (1958) is not presented as purely in many economic activities in 
China. Auspicious consumption (AC) appears to be an example for such irrational activities. I 
define AC as any consumption or practices that are considered to magically bring secular 
benefits and shun secular misfortune. The term “auspicious consumption” is created in this 
research based on common characteristics among examples given in the in-depth interviews. It 
is created for naming this prevalent but unexplored phenomenon and for further studying it.  
  The objectives of auspicious consumption are for achieving pragmatic ends through 
magical means. The examples such as spending a fortune to obtain a license plate with 
auspicious numbers “88888” and consulting a Fengshui expert before buying a house are very 
common practices in China. Auspicious consumption is conceptually different than 
consumption of magic, superstition, paranormal beliefs and folk religion, therefore, it has not 
been defined and studied sufficiently by these existing theories. An extensive review of 
literature was performed on a number of theories related to this phenomenon, including 
theories of sociology of consumption, magic, magic and capitalism, neo-Confucianism, 
superstition and folk religion. The literature review helped guiding the key questions for this 
research, and further understanding AC and its place in among the sociological theories.  
Due to the lack of theories, in-depth interviews were conducted and analyzed on 26 
Chinese consumers and a grounded theory approach was used for the analysis and to address 
the following research questions: 1) What AC do people practice in contemporary China? 2) 
What motivates Chinese consumers to engage in AC? Various statistical analyses are then 
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performed on a national survey (secondary) dataset to investigate 3) how popular is AC in 
mainland China, and verify 4) the determining factors generated from the grounded theory, as 
well as test 5) its relationships with demographic factors. 
The findings from the grounded theory analysis show that AC can be categorized into 
objects, services and practices; AC consumers are motivated by symbolic factors such as 
conspicuousness, bandwagon and propriety, as well as psychological factors such as “cheering 
up”, coping with fear and stress that come from uncertainty, and spiritual sustenance. Besides, 
habit is another motivational factor for AC. The findings from the quantitative secondary data 
analysis confirm that coping with uncertainty, “cheering up”, and belief in magic are 
motivational factors to AC. In which, coping with uncertainty is the strongest predictor of AC, 
and the effects of the other two factors are not as strong. The quantitative study also shows 
that consumers engage in customary AC regardless of their beliefs in AC magical effects; the 
participation in AC in mainland China was 44% in 2010; age, gender, marital status and healthy 
conditions were related with AC participation; the greater the belief in Daoism and/or 
Buddhism, the greater the belief in AC magic. 
   
 
Keywords:  auspicious consumption, China, consumer behavior, social psychology, magic, 
religion 
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CHAPTER 1. INTRODUCTION 
 
In Chinese language, auspiciousness is “吉祥 Ji Xiang”. This word has been used to 
describe “good omen for the future” by Chinese commoners (Zhang, 2011; Shen & Qian, 2005). 
In which “吉  ji” means goodness and blessings ( Xu Shen, 100AD: In Zhang, 2011), and “祥  Xiang” 
means omen in ancient times (Zuo Zhuan, c. late 4th century BC; Zhang, 2011; Shen & Qian, 
2005). Here, “good omen” refers to a beautiful future that is based on moral excellence 
(Chuang Tzu: Man Among Men, p38, 1989). The English word auspicious and auspiciousness 
convey the same meanings as Chinese: the word “auspicious” is defined as boding well for a 
good future, and auspiciousness means the state of favorable (Inden, 1985).  
Despite that AC is a prevalent consumption pattern in China, the term “auspicious 
consumption” is not used commonly in Chinese language, and this concept has also not been 
defined and studied so far. In this dissertation, the term “auspicious consumption” is created 
for naming this social phenomenon. AC is described as any consumption or practices that are 
considered to magically bring favorable outcomes and prevent ominous outcomes. The 
objectives and meanings of AC can be invented by either an individual or be defined by the 
society or social norms. For example, a football player wearing a lucky charm in the hope that it 
will help him to perform better in a match. The belief that the special lucky charm will bring him 
good luck might only be held by him, instead of his teammates or other people in the society. 
Whereas, hanging a dreamcatcher in a car to seek protection is a widely known culture in North 
America (Lusty, 2001).  
In this research, the concept of consumption of AC has a broader definition than just 
economic activities that directly involves monetary transactions. AC includes both narrow 
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definition and broader definition of consumption behaviors. Narrow definition of consumption 
often involves direct transactions. For example, purchasing an auspicious necklace pendent. 
Broader definition of consumption requires money, time and effort from the consumers that 
often alter their economic lives in an indirect manner. For example, paying visits to ancestors’ 
graves does not require a payment to make it happen, but this practice requires indirect 
consumption of auspicious objects such as buying joss paper (or known as ghost or spirit 
money) for burning to make offerings to the ancestors. Hence, it is included as AC, and it is 
categorized as auspicious practice. 
 Beliefs and practices of magic, folk religion and superstition, as well as paranormal 
events have been studied for more than a century. The characteristics of their beliefs and 
practices seem to be able to explain some characteristics of auspicious beliefs and 
consumption. Similar to folk religion practices, objectives of auspicious consumption are for 
achieving pragmatic ends through magical means. Mauss explained that magic is practical and 
exclusively aimed at seeking tangible results, which is distinguished from religion because 
religion “is directed towards more metaphysical ends (Mauss 1902, p174-175, p 78).”  Many 
scholars defined magical thinking or behaviors as being aimed at promoting positive outcomes 
or avoiding negative ends. For example, Frazer (1922) identified two categories of magic: 
positive magic or sorcery, and negative magic or taboo. Positive magic is aimed at achieving 
desirable outcome, while negative magic is aimed at avoiding unwanted ends. Albas and Albas 
(1989) also defined magic as irrational actions aimed at achieving particular goals while there 
are no logical connections between these actions and the goals. Magic was also defined as a 
belief that magical art can influence events at a distance that does not have scientific 
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explanations (Pronnin et al., 2006; Zusne and Jones, 1989). Auspicious consumption has similar 
functions. There are positive AC and negative AC. Positive AC is done for gaining positive secular 
outcomes. For example, good fengshui will bring positive outcomes, spending a fortune to 
obtain an auspicious license plate in the hope of bringing good fortune, dragon dance is 
performed for praying a harmonious weather in the sea, besides, wearing jade Buddha for 
protection, worshipping god of wealth in the hope of getting wealthier, all of which are done 
for seeking positive ends. On the other hand, negative AC is done for avoiding unfavorable 
secular outcomes. For example, consulting Fengshui experts to avoid bad influences from the 
spaces, spending money and effort on avoiding license plates that have inauspicious numbers, 
and inviting dragon dance performance before fishing in the sea to avoid dangers in the sea.  
The concepts of positive superstition and negative superstition are brought up by 
Wiseman and Watt (2004). They pointed out that the previous Paranormal Belief Scale (PBS) 
was largely used by psychology studies to measure “paranormal, superstitious and magical 
beliefs and practices” (Wiseman and Watt, 2004). However, they argued the scale only included 
negative superstition, which was defined as the belief of mystical connections between certain 
events or omens that have the bad consequences, such as, breaking bowls or dishes that will 
bring bad luck (Wiseman and Watt, 2004). They posited that all of paranormal, superstitious 
and magical beliefs and behaviors should be divided into positive superstition and negative 
superstition. And positive superstition is defined as the belief that actively pursuing good luck 
will bring good consequences. For example, beliefs that carrying or wearing a lucky charm will 
bring good luck. The beliefs and behaviors of both positive superstition and negative 
superstition are interests of the current study.  
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Chinese sociologist F. Yang (2012) mapped up the religions in China, and he found that 
these following activities are the most pervasive religious beliefs and practices in mainland 
China: “worshipping the god of wealth”, “practicing Fengshui”, “locating gravesite for 
ancestors”, “face reading”, “glyphomancy (dissecting Chinese Characters in the name)”, 
numerology, divination and “interpreting eight characters of birth time”. He also pointed out 
the purposes of these are to change one’s fortune and ward off evil spirits or bad fortune. 
Despite of the fact that AC is so popular, it has been left unexplored by the field of social 
science, and it is likely due to the challenge that comes from the complexity of its demarcation 
with superstition, magic and religion. Research on marketing also shows auspicious numbers 
like “8” was favored by Chinese price advertisements and “4” was avoided. Also, the sales data 
from China’s largest online store “T-mall” showed that Chinese consumers favored the price 
mantissa 8 the most, the second favored was 9, and number 4 was the least favored mantissa 
price (Huang and Jin, 2014). Moreover, Chinese news media frequently reports that people 
spend a fortune on getting auspicious license plates that have auspicious numbers, and 
sometimes the cost of a plate is even higher than the cost of a car (Yardley, 2006; Tan, 2018; 
“Why a license plate costs,” 2018; Shepard, 2013; Phadke, 2019; Li, 2017; Nanfang Metropolis 
Daily. (2014, January); New Tang Dynasty Television. (2018, April 4). Also, auspicious cell phone 
numbers are often sold at high prices (Phadke, 2019; Lew, 2019), and people often prepare 
auspicious food at festivals to wish for good luck (Wang, 2019; Huang, 2017).  
Although magic practices or animistic worshipping permeate every corner of China, not 
every magic practice is as popular as other practices. Since AC practices are more popular than 
other magic practices, it is indeed necessary to differentiate AC from all other similar behaviors. 
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Huang (2015)’s findings based on a national survey data also support that AC practices are more 
popular. She found that in mainland China, the participation in certain magic practices were 
significantly higher than other practices. Practices such as “setting firecrackers to expel evil 
spirits” and “picking auspicious dates for wedding” were generally higher than participation in 
interpretive paranormal behaviors such as “fortune-telling”, “dream-interpretation”, “palm 
reading” and “horoscope interpretation” (Huang, 2015).  
Despite the fact that AC is so popular in China, there is a lack of literature explaining it. 
There have been many Chinese literatures describing auspicious culture and taboo 
(inauspicious) culture in China (Wu, 1996; Tang, 2006; Zhang, 2011; Chen, 1993; Shen & Qian, 
2005). However, most of them were written in the format of a documentary or from a cultural 
studies angles. By reviewing the existing literature and research, there has not been a specific 
theory that defines auspicious consumption nor empirical research that studies the sociological 
factors contributing to this consumption pattern. Although existing literature involves 
discussing magic, superstition, paranormal beliefs and behaviors, and folk religion, each of 
these topics only partially covers the concept of AC, and the complete concept of auspicious 
consumption is still unknown. So, giving an academic consensual definition of AC is impossible 
because AC related concepts have been studied very diversely (Yang and Hu, 2012). 
We are also interested to find out that as a practice of magic, why AC exists and is 
prosperous in China. AC has gone through Chinese longstanding history, and being endured 
communism and atheism, practices such as offering incense, worshipping Gods or ancestors, 
and consulting Fengshui are still very popular in China today. According to Weber (1958), magic 
is the barrier of the development of capitalism, because it impedes the development of rational 
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profit-seeking. It has been a consensus among scholars that Chinese economy should be 
considered as a capitalist mode. This began with the adoption of the Household Responsibility 
System, when peasant households were given permission to run their own agricultural 
businesses in 1970s (Faure 2006: 73–82). Then, in the 1980s, Special Economic Zones were 
incorporated into the global economy, and then in 1997, private businesses were legitimized 
and encouraged throughout China (Barbalet 2017, p197), all of which show characteristics of 
capitalistic development. However, contemporary Chinese consumers exhibit clear and strong 
remnants of magic, i.e., auspicious consumption in their consumption behaviors. 
Since AC is an unexplored concept and phenomena in existing sociological research, a 
mixed-methods approach was applied for studying of AC. In this research, the mixed-methods 
approach is designed as sequential studies that starts with a Grounded Theory analysis and 
then is succeeds by a secondary data analysis. Grounded Theory approach is a proper method 
for collecting first-handed information of a phenomenon that has not been studied before. 
Then, a statistical analysis was conducted on a national social survey data titled Chinese 
General Social Survey CGSS (2010) to study the popularity of AC in China. The quantitative 
analysis on the secondary data verifies the findings generated from the Grounded Theory 
analysis as well as theories from previous peripheral studies that touch upon AC.  The 
secondary data CGSS (2010) is by far the only recent national quantitative data on Chinese 
spiritual life, because the data on studying Chinese religion are not likely to be available for the 
public due to political sensitivity (Yang and Hu, 2012). CGSS (2010) sampled more than 10 
thousand households around China based on probability sampling procedures. The dataset is 
available at http://www.cnsda.org/index.php?r=projects/view&id=15553986.  
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Moreover, based on the in-depth interviews collected from 26 Chinese respondents, a 
list of AC items mentioned by them are summarized and categorized. This list of AC items will 
provide a pool that is potentially useful for future attempts for developing scales that measure 
AC. Since there has not been a systematic exploratory study to conceptualize AC, and although 
there are existing questionnaire designed for measuring related concepts such as superstitious 
and paranormal behaviors, using them for measuring AC will be questionable, because the 
validity and reliability of these measurements cannot be assured.  
The structure of this dissertation is organized as follows: Chapter 1. Introduction; 
Chapter 2. Literature review; Chapter 3. Methodology; Chapter 4. Findings on “What AC do 
people practice in mainland China today? ”; Chapter 5. Findings on “Motivations of AC in 
China”; Chapter 6. Quantitative study; Chapter 7. Discussion; Chapter 8. Conclusion and 
implications.  
 
Significance of the Research 
Auspicious consumption (AC) is a term created and defined in this research. AC is 
popular in China, and it is also a unique pattern of consumption. However, there has been no 
name for defining it in China as well as in academics. AC is conceptually different from magic 
consumption, paranormal consumption, superstitious consumption, and religious consumption. 
The reason will be discussed further in literature review. Anthropology or cultural studies have 
been documenting the history and the collection of auspicious practices. However, it has not 
been given enough attention from the field of social science, so this popular pattern of 
consumption has not been named nor been studied from a social science angle. Therefore, the 
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term is created in this research to define, conceptualize and study this popular phenomenon in 
China.  
This research conducted in-depth interviews to obtain the rich first-hand information of 
AC from 26 participants from China. Grounded Theory analysis was used to conceptualize AC 
and interpret the meanings of AC behaviors. It addresses the following questions: 1) definition 
of AC, 2) the AC activities people practice in China today, and categories of types of AC, 3) the 
social psychological factors contributing to AC. The subsequent secondary data quantitative 
analysis was conducted to test the generalizability of the grounded theory findings. The results 
of the quantitative study support most of the grounded theory findings.  
The findings of this dissertation complemented Weber’s theory on disenchantment and 
spirit of capitalism. The grounded theory analysis found that AC participation is not only 
influenced by belief in magic, it should also be explained by symbolic motivations, psychological 
motivation and habit.  
The secondary quantitative study confirms that the contributing factors found in the 
grounded theory study can truly explain AC within the context of all Chinese population: belief 
in magic is only a weak contributing factor to AC participation. Chinese people engage in AC not 
only because they believed in magic, but also are motivated by coping with uncertainty and 
gaining positive feelings.  
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CHAPTER 2. LITERATURE REVIEW 
There is a kind of practice or consumption that is very common in China, such as offering 
incense, worshipping ancestors, and consulting Fengshui are still prominent and popular as they 
were in traditional society. One might wonder what auspicious consumption (AC) is, why 
people engage in it, and what it brings to people? Also, whether it is different than religious 
practices, superstitious behaviors, or paranormal consumption?  
 
Sociology of Consumption 
How does sociology of consumption define AC?  Empirical research in sociology focused 
exclusively on consumption did not start until the end of 1980’s (Warde, 2015). Daloz (2007) 
stated that classical social theorists Weber and Veblen discussed consumption while explaining 
the new industrial era, but their focus was on their own theories rather than understanding 
consumption deeply. Warde (2015) further stated that post 1980’s when consumption was not 
thought of as “inferior” to production, that is when sociologists gave full attention to it. He also 
identifies newer areas of sociological research which emerged as result, for example: cultural 
consumption, politics of consumption, sustainable consumption etc.  
However, classical works establish many important ideas related to consumption. 
Bourdieu (1984) gave the idea of cultural capital, which established that people can use 
consumption to show their social status or hierarchy. Weber (1946) in his discussion on ideas of 
class and status explained the importance of studying consumption patterns and their relation 
to the social structure. Marx (1972) while discussed excess consumption in a negative sense 
(commodity fetishism) but still brought forward the psychological tendency of human beings to 
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do. Veblen (1959) in his work on “leisure class” developed a more complete picture explaining 
that the conspicuous consumption has a non-material meaning as well in the society. These and 
more classical theoretical works had already started showing it is very important to study and 
understand consumer behavior in sociological research but a more direct investigation, which 
connects various concepts was not there. Both Zukin (2004) and Warde (2015) agreed that 
consumption has always been studied in many disciplines like economics, psychology, sociology 
etc., but the exchange of ideas among different disciplines, as well as between applied and 
theoretical researchers is limited. According to both, this fact and the negative tone towards 
consumption (in sociological research) until few decades ago, has led to less than ideal 
development of sociological research on consumption.  
 Classical works established important ideas related to sociological perspectives of 
consumption. Marx’s commodity fetishism explains that a product’s use-value simply meet 
material wants for people; however, commodities are imbued with mysterious values that 
reflect social power and relations among consumers, specifically the relations between 
capitalists and exploited laborers (Marx, 1867: 2008). Hence, in capitalistic societies, 
commodities do not only have utility value, they have “symbolic values” that reflect social 
identities and relations, as Marx interprets commodities in capitalist societies as being treated 
as if the value is inherited in the objects instead of the amount of labor devoted to them. He 
explains that commodity reflects the social relations between people, especially relations of 
production between capitalists and laborers, as he states, "the mysterious character of the 
commodity-form consists therefore simply in the fact that the commodity reflects the social 
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characteristics of men's own labour as objective characteristics of the products of labour 
themselves, as the socio-natural properties of these things (Marx 1990, p164-65).”  
Baudrillard (1968, 1970) added that commodities have the “sign value” which reflects 
the social class the individual belongs to. Also, through identifying these signs, the individual’s 
social class can be recognized by others. According to him, the consumption today has become 
the process of communicating status, stratification and differentiation. For these products 
which have symbolic values, the process of consumption is the process for social expression 
and social exchange, which people express the social attributes such as self-identity, economic 
condition, prestige, social status, tastes, personality and values (Baudrillard, 1968; 1970). 
Santoro (2011) concluded in post-modern era, consumption is not simply used for instrumental 
purposes, but also became the “raison d’eˆtre” that meets all nonrational and emotional needs 
(Santoro 2011; Warde 2015).  
 In Economy and Society (1978), Weber discussed the concept “status groups” and how 
group members are linked together by common styles of life through symbolic consumption. 
He explains that due to scarce resources, human beings constantly struggle over material 
possessions, and in order to curb the competition, they form status groups so that they can 
monopolize resources justify their access to resources. Status group members share the same 
social honor or privilege. Various status groups are differentiated based on different lifestyle, 
language, education, race and religion of individuals (Weber, 1978/1922, chap 2). In The 
Protestant Ethic and the Spirit of Capitalism, Weber analyzes that consumption is considered a 
hedonistic behavior according to Calvinism and Protestant ethic (Weber, 1958). 
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Veblen (1899) also differentiated the use value and symbolic value of consumption.  In 
his work on “the theory of the leisure class”, he states that people spend money on products 
that do not necessarily have use value, but have social values so that consumers use to display 
their identities, prestige and social status, and this is what he calls “conspicuous consumption”.  
Veblen posits that wealth does not really convey status, rather, the exhibition of consumption 
does. The exhibition of the products signals to others that the individual has the wealth or the 
ability to own the products (Veblen, 1899).  
In his book Distinction, French sociologist Bourdieu (1984) demonstrated that 
consumers establish their distinction in social status through their “taste” and “lifestyle” 
consumption, specifically, through “taste” and “lifestyle” reflected in consumption. He 
explained individuals tend to classify themselves through classification of preferences of 
consumer goods to show their distinction. (Bourdieu 1984, p 169-75). For example, wearing 
certain style of dress, suit or jewelries, or possessing certain artists’ artworks to show one’s 
tastes and therefore mark one’s distinction. Bourdieu interpreted how social capital, cultural 
capital and symbolic capital are accumulated through consumption, and how it is used as 
symbolic violence to achieve cultural hegemony and social dominance (Bourdieu, 1984). Social 
capital is interpersonal mutual obligations embodied in social networks such as kinship, 
friendship and group membership that can be used to enhance one’s social status. Cultural 
capital is the knowledge, behaviors and skills that distinguish one’s social status, while symbolic 
capital is the social reputation that reproduces one’s class privileges.  
 There have been a number of empirical studies focusing on symbolic meaning 
construction through consumption since late 20th century. They studied consumption as means 
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of communicating and signaling self-identity and meanings to others (Warde, 2015; Belk 1988, 
p.160; Hebdige 1988, Woodward 2007), as well as means of promoting social interaction, social 
relationship and kinship, the gift economy and social solidarity (Warde, 2015; Casey & Martens 
2007; Maffesoli 1996; McCracken 1990; Noble 2004, Reimer & Leslie 2004; Thornton 1995).  
According to the results from previous sampling surveys, the percentage of Chinese 
population who believe in religion has never been over 15% (Yang, 1961). Another study 
conducted in in East China (Xin, 2018) shows the main population believed in “other gods or 
ghosts” (61.3%) than people whom believed in Christianity (17.7%), Buddhism (20.3%) and 
Islam (0.7%). If the major Chinese population do not believe in religions, how can we explain 
their seemingly religious consumptions or practices? Might this imply that Chinese people who 
engaged in these seemingly religious practices and consumptions are not religious activities. If 
not, what kind of practices and consumptions are they?  
 
Magic 
Since the beginning of 20 century, there have been debates on distinctions between 
magic, religion, superstition and paranormal beliefs on theological, philosophical and political 
basis (Yang & Hu, 2012; Lindeman and Svedholm, 2012). The notions established by earlier 
scholars were constantly challenged by new theories and definitions. The boundaries of these 
concepts are so difficult to identify that even if some scholars have concluded the comparisons 
between them, the definitions are intermingled. Generally, scholars identified several 
similarities and differences.  
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 The earliest western scholar who studied magic using empirical approach is 
anthropologist Sir Edward Tylor.  In his 1871 Primitive Culture, he called magic “Occult Science” 
and defined both superstition and magic as unwarranted and pernicious delusions (Tylor, 
1871/1958, 1871/1974). He posited that magical beliefs are formed due to the lowest level of 
civilization. As he wrote, magic beliefs "belongs in its main principle to the lowest known stages 
of civilization, and the lower races, who have not partaken largely of the education of the 
world, still maintain it in vigour” (Tylor, 1871/1974, p 112). He also analyzed the causes of 
magical beliefs and concluded that they come from confused minds which make faulty 
attributions of causal relations between events that seem to have connections (Tylor, 
1871/1974, p 116).   
 Scottish anthropologist Sir James Frazer extended Tylor’s view on faulty attribution of 
magic, but he inherited more strict classical evolutionary view of human development. Being 
influenced by Darwinism, he claimed magic represented the lower level of human intelligence 
and primitive mind, and believed humanity moves from fix stages, firstly magic, then religion, 
and at last science (Frazer, 1922 p62-69). In his book The golden bough: A Study in Magic and 
Religion, he posited that magic is the “bastard sister of science”. He argued that both magic and 
science believed the world follows the fundamental principles of causation, which are 
“immutable laws, the operation of which can be foreseen and calculated precisely”(Frazer, 
1922, p56). However, the “fatal flaw” with magic is that magic “illegitimately applied” these 
principles of causation, while science “legitimately applied” them (Frazer, 1922. p57). 
Therefore, the logic of magic is misconception of causal relationships. He divided sympathetic 
magic into two categories, homeopathetic magic and contagious magic. Homeopathy is a 
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method that follows the “law of similarity” that “like produces like”. For example, one can harm 
one’s enemy by stabbing a doll-like image of that enemy. While contagion is the method based 
on the “law of contact”, which is the contact or connection once existed between someone and 
something. For example, in China, it was common that decades ago patients threw their used 
herbal medicine, i.e., herbal medicine residues on the center of streets, hoping their illnesses 
would be carried away by anyone step on the residues. However, Frazer’s criteria of magic were 
criticized as being insufficient in defining magic.  
Mauss (1972/1950, p25) argued in his work A general theory of Magic that not all 
magical rites are sympathetic, and sympathy is not the prerogative of magic, because 
sympathetic practices exist in religions as well. One example of sympathetic practices in religion 
was during the festival of Succoth, the priest worshipped for the rain by pouring water onto the 
altar, in which the water is sympathetic to the rain. He (1902) defined magic as “any rite which 
does not play a part in organized cults – it is private, secret and mysterious and approaches the 
limit of a prohibited rite.” Mauss (p23- 29) used a lot of examples of magical and religious 
practices to illustrate overlaps in characters between magic and religion, but the only 
distinction can be identified between them is that magic and religion serve different social 
functions, as he stated in the book, magical rites “are practiced by individuals who are outside 
the social group, who act in their own interests or in the interest of other individuals, or in their 
name” (Mauss, 1972/1950, p11). He contributed this idea to Durkheim (1957/1915, p23) who 
later also disapproved with Frazer’s method of conceptualizing magic.  
 The most influential sociological work on magic is The Elementary Forms of the Religious 
Life. Durkheim criticized Frazer for his definition of magic being merely grounding his 
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arguments on magic’s supernatural characters. Instead, Durkheim based his theory of magic 
and religion on structural functionalism. In his book, Durkheim distinguished magic and religion 
by dividing the world into two domains: sacred and profane. The sacred is the projection of 
united interests of the group that transcend everyday life, while profane refers to mundane 
individual concerns. Although he had not defined “sacred” and “profane” clearly in his work 
(Stark, 2001), according to this system, both magic and religion can be regarded as “sacred”. 
There are a lot of commonalities between magic and religion, as he wrote, magic is ”made up of 
beliefs and rites” and “has its myths and its dogmas”, furthermore, the beings invoked and the 
forces manipulated (e.g., ghosts and devils, and their powers) in magic are the same as what 
religion concentrates on. However, he pointed out that magic is "more elementary, 
undoubtedly because, seeking technical and utilitarian ends, it does not waste its time in pure 
speculation”, and "magic takes a sort of professional pleasure in profaning holy things." 
(Durkheim, 1957/1915. p158).  
Most importantly, from structural functionalistic perspective, Durkheim demarcated 
magic from religion that they serve different social functions, in which religion serves the group 
and magic serves the individual. “There is no church of magic”, which means magic fails to bind 
its adherents together, and there are no lasting bonds among the participants in magic the 
same way as in religion (Durkheim, 1957/1915. p45). In magic, the relationships between 
magicians and their clients end when the services end, and magicians do not need to unit with 
their fellows to perform their art, either (p44). While “church” translates the common beliefs 
on relationship of sacred and profane into one single moral community or common life. 
Robertson Smith’s Lectures on the Religion of the Semites also stated that magic was private, 
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selfish and potentially maleficent, while religion was public, social, beneficent institution 
(Smith, 1889: 90, 264-265. In Jones, 1986. Pp. 115-155).  
 Durkheim also showed disapproval of the term “supernatural” as being used to defining 
magic, and his rationale is similar to other scholars’ view on the inappropriate use of the term 
“superstition” for defining magic, which will be discussed later.  He pointed that “supernatural” 
indicates a concept opposite to “the natural order of thing” which consisted of laws that 
describe various phenomena in the world. However, he argued that no one is fully conscious of 
the natural laws, and as long as natural laws are still insufficient, people have the tendency to 
consider the marvelous events being “natural” (Durkheim, 1957/1915. p27).  
 Other scholars rejected Durkheim’s analysis that magic and religion serve different 
social functions. They argued that religions also serve individuals, because in many cultures, 
religious believers practice praying and contemplation privately (Malinowski, 1948). 
Anthropologist Malinowski posited that the aim of magical art is always practical and clear, 
straightforward and definite, which is different from religious ceremony that “there is no 
purpose directed toward a subsequent event” (Malinowski, 1948, p. 21). He also opposed to 
Frazer and Durkheim’ claim that magic existed in cultures that have not adopted science. 
Instead, he believed that there is a “clear-cut division” between the scientific knowledge and 
magic in primitive societies. He stated that the goal of magical rituals is for coping with human’s 
fear of danger and uncertainty (1948, p. 14). Through observing the magical activities of 
residents in Trobriand Islands, he found they only practiced magical ritual when they fished in 
dangerous open sea, but there was no magic performed when they fished in inner seas, 
because performing fishing techniques were safe enough to yield safe trip and good result. 
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Therefore, he claimed that magic copes with “the domain of the unaccountable and adverse 
influences”, while the ordinary challenges are coped with by “knowledge and work” 
(Malinowski, 1948, p. 12).  
 Freud interpreted magic from psychoanalytic perspective. In his Totem and Taboo 
(1913), he supported Tylor’s view on magic that it is based on “mistaking an ideal connection 
for a real one”. However, he went further and investigated the psychological causes of such 
misconception, which is “the misunderstanding which leads [magic] to replace the laws of 
nature by psychological ones (p. 104).”  
 Freud viewed magic as immature responses to the world. He explained that magical 
thinking is the “motor hallucination” created by people to satisfy their “immense belief in the 
power of his wishes”, which is the psychic condition found in children. He identified three 
stages of man’s evolutionary conceptions of the universe, and the first two stages explain 
magical thinking. The first stage is the animistic stage, followed by religious stage and 
eventually scientific stage. In animistic stage, individuals ascribe omnipotence to themselves by 
applying the animistic mode of thinking, then at the religious stage, they surrender the 
omnipotence to the gods but reserve the right to influencing them in various ways based on 
their own wishes. In the scientific stage, there is no room for man’s omnipotence because they 
realize their “smallness and has submitted to death as to all other natural necessities in a spirit 
of resignation (p. 31).” He found these three stages comparable of the stages of the libidinous 
evolution of the individual (p. 36). The animistic stage corresponds to narcissism, the religious 
stage to the stage of object-finding which is caused by dependence on the parents, and the 
scientific stage corresponds to stage of individual maturity, where, “having renounced the 
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pleasure principle and having adapted himself to reality, he seeks his object in the outer world 
(p.29)”. 
 
Weber’s Magic, Capitalism and Rationality in China 
 In Sociology of Religion, Weber defined magic as the primitive or original form of 
religion, and through social evolutionary process, the significance of magic will ultimately 
diminish in religion (Weber, 1978, pp. 424, 427, 579).  
 
The Protestant Ethic and the Spirit of Capitalism 
 Weber (1992) posits that the Protestant ethics, ascetic, austerity, and sense of calling, 
contribute to the development of modern capitalism in the west.  
 In the book, Weber (1992) suggested the dialectics between this world and other world 
in Puritanism is rooted on French theologian Calvin’s doctrine of predestination, which discards 
the magical salvation and contributes to European capitalist’s strong urge in pursuing profit-
making in this world as a path to salvation. Calvinism believes human lives are unconditionally 
predestined by God, whether one will be saved or not will not depend one’s moral quality in 
this world. Such uncertainty of salvation does not allow people to change their fate through 
their own efforts, but to eliminate the uncertainty of the selection by God, they think this-
worldly jobs are the “calling” or the “vocation” they have to perform well, and only through 
showing worldly success and wealth to prove about their predetermined salvation, the success 
of one’s career is a sign to prove one is being saved. Moreover, this urge of using worldly 
success and wealth as a sign of salvation also contribute to this-worldly asceticism and 
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methodical rationalization of life (Weber, 1992, p. 80). Furthermore, pleasure is considered to 
be sinful, working hard and accumulating wealth is not for enjoyment, the goal of them is to 
honor God (Weber, 1992). Spirit of capitalism is the rational pursuit of irrational motivation. 
 While Weber analyzed the factors contributing to the spirit of western capitalism, he 
interpreted the reasons of the absence of such ethos in China and India, in The Religion of 
China, Weber (1964, p104) claimed the “lack of particular mentality” prevented the “rational 
entrepreneurial capitalism” from emerging in imperial China. He compared ethics between 
Calvinism and Confucianism and concluded that Calvinism has “liquidated magic most 
completely”, whereas in China, it was the predominance of magic that left no space for 
development of modern western capitalism (Weber, 1964, p. 226). Besides moral and spiritual 
factors, Weber analyzed the social structural factors such as monetary system, city and guild, 
the patrimonial state, the sib association and the law, etc., the feudal and prebendal state that 
impeded capitalistic development in China.  
 
The Religion of China  
By examining Weber’s theories of religion and economic ethics and his analysis on The 
Religion of China, there are factors in favor of the development of capitalism. For example, 
Chinese people’ “industry and capacity for work” are “unsurpassed”, the merchant guilds were 
stronger than any other countries and its autonomy was unlimited, besides, the growth of 
Chinese population and increase of precious metals were all considered to lead to great 
opportunities for capitalistic development (Weber, 1964, p. 63). However, Occidental rational 
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entrepreneurial capitalism did not emerge, and Weber interpreted that it was impeded by 
certain mentality originated from Chinese religions. 
 Firstly, China has not developed the western modern spirit of Capitalism as defined by 
the work of Weber (1964). Confucianism may not be considered to have religious nature as 
Christianity, because it is not rooted in metaphysics (p. 170).  The widely accepted Chinese term 
for Confucianism does not indicate it is a religion but more like a system of thought. The term 
of Confucianism is “Ru Jia 儒家”, in which “Ru” means Confucian, and “Jia” means “school of 
thought”.  Unlike religiosity of Christianity, it lacks a “central force of salvation religion that is 
conducive to a methodical way of life” (Weber, 1946, p 170), therefore, it lacks “radical 
concentration of God-ordained purposes” as a motivation for profit-making (Weber, 1946, 
p247), which is the crucial part of work ethics among Modern Western Capitalists (Weber, 
1946, p. 247). 
 Secondly, Weber (1964) posited that there are elements of magic in all Chinese three of 
the main religions: Confucianism, Daoism and Buddhism.  According to Weber (1946), due to 
the belief in magic, Chinese religions were not conducive to developing western-style profit-
oriented ethics, therefore, absolute rationality should not be expected in Chinese believers’ 
economic activities.  First of all, magic is not eradicated in Confucianism as it is being done in 
Puritanism because Confucianism’s salvation is the adjustment to the “supra-divine” orders of 
the world (Weber, 1964, p. 228). Although Confucians rationally follow and adjust to the orders 
of the world, Confucians’ concept of the legitimacy of orders of the world is irrational, as the 
“belief in magic was part of the constitutional foundation of sovereign power” (Barbalet, 2017, 
p. 89; Weber, 1964, p. 200). An ideal Confucian is free from sin as long as he/she “complies with 
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the commandments (Weber, 1946, p. 228)” and behaves harmoniously with the order of the 
world. This is also called the “intimate nature” of Confucianism by Weber, which means 
Confucianism is tolerant of magic or other religions.  While Puritans rejects magic but seek to 
pursue the God’s merit through mastering the world, Confucians does not support 
disenchantment. Confucianism educates “unconditional affirmation of and adjustment to the 
world”, such as unconditional acceptance of the predestined legitimacy of emperors and 
positions of officials, and worship of animism (Weber, 1964, p. 229). However, such compliance 
of world order is unwarranted, and it relies on magic to build the constraint of order.  
Both Daoism and Buddhism are considered heterodox religions in China by Weber 
(1964). As for Daosim, Weber regarded it as “magic garden” and being “even more 
traditionalist than Confucianism” (Weber, 1964, p. 200). While modern capitalism arises 
because of Protestants’ antagonism, however, Daoism lacks such a “religiously motivated, 
active antagonism to the world ” (Weber, 1964, p. 186) which is not only due to its mysticism in 
doctrine such as alchemy, macrobiotics and techniques for gaining immortality, but also due to 
Daoist substantial doctrine of wuwei, which leads to the lack of “active motive of a ‘vocational 
ethic’” and the possibility of innovation (Weber, 1964, pp. 188, 205).  Whereas Buddhism, as 
another heterodox religion in China, has no connections with this worldly rational conduct 
(Weber, 1946, p308), because it educates that salvation is achieved by detachment from the 
world (Weber, 1946, p. 156). Buddhism is “passive” because it emphasizes a withdraw from this 
world. Salvation of Buddhism is achieved by detachment from the world (Weber, 1946, p. 156).   
Thirdly, according to Weber (1964), Confucianism lacks the motivation of actively 
pursuing wealth. Confucians consider wealth as the basis of maintaining dignity and means of 
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moral perfection (Weber, 1946, p. 242). The ultimate goal of Confucians is to be “decent” and 
“noble” but not pursuing wealth or profit. Asset is used by Confucians to acquire education in 
order to perform well in exams so that they can obtain cultured status position in the society. 
However, Puritans as the ideal type of spirit of capitalism live an ascetic economic way so that 
they can save money and reinvest it as capital in the businesses. As Weber (1991, p. 113) 
posited, Calvinists regard themselves “the tool of the divine will” and their jobs a “calling” that 
and through engaging which to prove their faith in god. Their lives tended to be ascetic, and 
wealth was merely an "unwanted" result, a result of living a specialized life - the life that was 
singularly devoted to the greater glory of God. 
People who are influenced by Confucius’ values do not have the impulse to pursue 
God’s merit through mastering the world like Puritans, their rationality is “forced from without 
rather than from within” (Weber, 1946, p. 247). Rationality of Confucianism is to accept the 
world as it is and rationally adjust to the world. This is different from rationalism of Puritanism, 
which emphasizes mastery and domination of the world (Weber, 1964, p. 226).  
Rationality of Confucianism is similar to the value of traditional capitalism that “work to 
live” instead of modern capitalism that “live to work”. Weber (1964) used a Confucian teaching 
that “a cultured man is not a tool” to explain the Confucius ideology that a decent person 
should not pursue to be means for any “specified useful purpose”, instead, being cultured itself 
should be the end (p. 160). Weberian scholar Adair-Toteff (2014, p. 92) also explained Weber’s 
view on Confucianism and Protestantism in a detailed manner, “for the Confucian, rationalism 
was a means, but only a means. It was the rationalism of the general education, the knowledge 
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of modesty, and the belief that wealth would be a well-deserved result of living the modest and 
moral life”.  
 
Criticism of Weber and updated theories on Weber 
 Weber’s claim on magic, religion and capitalism has been criticized as being unjustified 
and biased, and Weber has been criticized as being lack of understanding in Chinese culture.  
Firstly, Weber’s interpretation of magic and religion in China is framed by Christian 
concepts, and the religious terms Weber used to describe China were introduced by Christian 
missionaries during the 19th century, who inclined to look for elements in Chinese religions that 
are amenable to missionary purposes (Su, 2011; Barbalet, 2017, p. 175; Clark, 2014; Girardot, 
2002). Zhang Zhigang (2018), chair of department of philosophy in Beijing University, noted that 
religious studies is originated from the west and are a western discipline. He stated that since 
the religious movements in 16th century, most of western scholars have defined religion by 
assuming its “dualism”. For example, regarding spiritual as opposite to material, and nation 
opposite to church; however, it is questionable whether these concepts and categories 
constructed for studying Chinese religions actually exist in China. Weber’s claim on magic, 
religion and capitalism has been criticized as being unjustified and biased.  
Chinese American sociologist C.K. Yang (1961) also argued that Weber’s theory and 
concepts were not able to explain what is actually happening in Chinese society, because the 
structure of Chinese religions is different from western religions (Liu & Yang, 2001, p. 75). He 
proposed two types of Chinese religions, which were “institution religion” and “diffused 
religion”. “Institution religion” has its independent concept, ritual and structure. Chinese major 
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universal religions such as Buddhism and Daoism are “Institution religions”. Whereas “diffused 
religion” has its theology, cultus and religious personnel diffused into other secular social 
institutions and they become part of the diffused religion (Yang, 1961, pp. 294-295). As he 
stated, “Institutional religion functions independently as a separate system, while diffused 
religion functions as a part of the secular social institutions (p. 295).” Luo & Chen (2016)’s found 
support for C.K. Yang’s classification as they conducted a survey on religious beliefs of 
entrepreneurs in Fujian, China where 75.3% percent of the entrepreneurs identified themselves 
as “nonreligious” but spiritual, and most of them claimed that they believed in “Buddha”. 
However, they should not be classified as Buddhists, and their beliefs in “Buddha” were not 
necessarily the “Buddha” in Buddhism, but were actually animistic beliefs. 
Yang (1961) also stated that different than Christianity, Chinese religions are not 
exclusive to each other, therefore, it is common to observe that gods from Confucianism, 
Buddhism and Daoism are worshipped at one single religious venue, and it is often difficult to 
distinguish whether a temple is Buddhist or Daoist.   
Secondly, the problems with Weber’s writing are said to be not only due to limited 
accessibility of historical evidences, but also due to his own preferences (Barbalet 2017, p. 169, 
177). As American Sinologist Nathan Sivin suggested, there were resources available during 
Weber’s time that can be used to disproof him, but Weber imposed his preference on 
Protestant over Catholics and that is what causes his biases in writing (Sivin, 1985, p. 38; 1984, 
p. 48 n.5).  His partisan Protestantism and anti-Catholicism were also noticed by other scholars 
(Aldenhoff, 2010; Graf, 1995; Honigsheim, 1950; Swatos & Kivisto, 1991). For example, he 
claimed that Calvinism alone repudiated magic and Catholics embrace magic in religious 
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practice (1963, pp. 25, 28 [1978, pp. 422, 425]) is criticized to be unexamined by a Weberian 
scholar who claimed that “Catholic sacramentalism must not be misinterpreted as mere magic’ 
(Schluchter, 1985, p. 168; see also Stark, 1968, pp. 204–5).”  
Thirdly, Weber’s theory is about the pre-1912 China which was before the first 
modernizing revolution and the republican movement that Weber investigated. Therefore, it is 
unwarranted to apply Weber’s theory of magic and economy to analyzing China’s capitalism 
today, (Barbalet, 2017, p. 183). 
 
Superstition 
 While describing magical beliefs or behaviors, researchers often use the word 
“superstition” or “superstitious”. However, superstition is a broad and vague concept that has 
different implications. It is also a subjective and pejorative term (Jahoda, 1970) which often 
indicates disapproval of one’s beliefs that are built on deficiency of knowledge and inability of 
reasoning. “Superstitious” is not a rigorous term to define the beliefs, behaviors and practices 
of the phenomena in this research because of its conceptual reductionism.   
 Firstly, superstition is a political term. Y. C. Yang (1961, p. 33) contend that 
“superstition” was prevalently used by non-religious people for expressing their disapproval of 
religious beliefs and behaviors. Also, “superstition” is a political term in contemporary China. 
Yang and Hu (2012) posit that the term “superstition (minxin)” is defined vaguely in China, 
which was used by Chinese cultural and political elites for expressing their disapproval of folk 
beliefs and practices, and the exact definition of superstition varies according to different needs 
for political manipulation. 
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 Secondly, superstition was defined as false beliefs and practices that violate scientific 
laws or lack of scientific evidence or rationality. Keinan (1994) considered superstition as beliefs 
that violate scientific law of causality. For example, the belief in the claim that human can live 
without drinking water is against the scientific law, and such belief is called superstition. Irwin 
(2009) suggested besides those beliefs that violated scientific laws, the beliefs which have not 
been explained by science are also superstitions. For example, Chinese Traditional Medicine 
and its effectiveness have been recognized in China for thousands of years, and it is still 
practiced in numerous Chinese Traditional Medicine hospitals in China. However, its theory 
system might have been considered superstitious until proved by science. One example of this 
is the effectiveness of wormwood plant on treating malaria. Wormwood plant was recorded in 
historical Chinese Traditional Medicine literature, but its effectiveness was not widely 
recognized until the 2015 Nobel Prize in Physiology or Medicine was awarded to Tu Youyou, 
who extracted artemisinin as a compound from wormwood and scientifically proved its 
effectiveness on malaria.  
 However, the meaning of rationality changes with the development of science over time 
(Proudfoot, 1985). The discovery of artemisinin is a good example of how the same events can 
be seen as either superstition or a valid belief depending on the different social contexts. The 
idea that superstitions are false beliefs and lack of rationality has its limitations that it does not 
rule out cultural and historical prejudices (Vyse, 2014, p. 23). While psychiatrist Judd Marmor 
(1956, p. 119)’s definition avoids such prejudice, which concluded that superstitions are 
““beliefs or practices groundless in themselves and inconsistent with the degree of 
enlightenment reached by the community to which one belongs.”  
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 Thirdly, some researchers considered superstition as belief built on false reasonings. 
Classical sociologist Mauss (1972/1950, p. 78) described that magic has its laws just as science 
does, “magic gives every outward appearance of being a gigantic variation on the theme of the 
principle of causality”.  Superstition is considered as the illusionary perception of the causal link 
between two events happening together coincidentally (Musch & Ehrenberg, 2002; Alcock, 
1990). Lindeman & Svedholm (2012) explained that superstitions are magical beliefs that are 
due to “associative biases”, for which they explained that superstition were perceptions based 
on erroneous perceptions of causality, and acts that are trying to achieve particular outcomes 
while there is no logical connections between the actions and the outcomes. For example, 
some soccer players believe that wearing lucky charms on the game day will bring them good 
luck because they were wearing them during past games in which they won. Psychologist Ellen 
Langer (1975) also claimed that belief in luck is the people’s “illusion of control”.  Superstition 
can increase individual’s illusion of control, and there are many uncertain events in people’s 
lives, illusion of control makes people feel positive because they feel they have the ability to 
control their lives (Langer, 1975; Langer & Roth, 1975).  
 While superstition emphasizes the discussion of credibility and validity of beliefs, the 
analysis of auspicious consumption not only includes discussion of beliefs in its magical effects, 
but also involves auspicious behaviors and practices regardless of beliefs. Just like all other 
human behaviors, auspicious behaviors and practices are not necessarily led by consumers’ 
beliefs. In other word, one does not have to believe in the effects of auspicious consumption to 
practice it. There are other cultural, sociological and psychological factors that influence 
auspicious consumption as well, and all of these factors contributed to auspicious consumption 
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are the interests of this research. Hence, the concept “superstition” limits the scope of the topic 
by focusing only on discussion of beliefs.  
 
Neo-Confucianism 
 In the 1980s, due to the rapid economic development in East Asia Confucius 
communities “the Four Little Tigers” (e.g., China, Taiwan, Japan, South Korea, Hong Kong and 
Singapore), there was increased research interests focusing on Confucian cultures and 
modernity. Neo-Confucian scholars criticized Weber’s arguments on the relationship between 
Confucianism and absence of modern rational form of capitalism. They claimed the Confucian 
heritage was the factor contributing to the rapid ascendancy. The concept “post-Confucian 
hypothesis” was proposed and it indicated that there are similarities between Confucian values 
and the Protestant ethics. Yu, Yingshi and Du, Weiming are two representative scholars of Neo-
Confucianism. Yu, Yingshi challenges Weber that Neo-Confucianism has equivalent functions as 
Protestantism, therefore, refuted Weber’s claim that the absence of these functions inhibited 
the rise of Capitalism in China. As sociologist and Berger (2010) concluded, “disciplined 
lifestyles, frugality, soberness, a consuming interest in education, and a distain for magic” of 
Neo-Confucianism are similar to Protestant ethic and can be considered Asian version of 
“disenchantment”.  
In response to Weber, Yu (1992, pp. 266-271) argued that since mid-Tang Period, Chan 
Buddhism (禅  宗  )’s emphasis on this worldly economic activities influenced Neo-Confucianism 
affirmation of worldly affairs. It was due to the Anshi Rebellion (安  史  之   乱 , 755-763 AD), which 
decreased the donations to Buddhist temples, monks had to practice worldly economic 
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activities such as farming, diligence and frugality for self-subsistence. Yu claimed such economic 
ethics inspired the idea of “reverence ( 敬)” in Neo-Confucianism, which is similar to Calvinistic 
“calling” (Yu, 1992, pp. 315-317). Also, Weber claimed that Chinese kinship and family ethos 
were barriers to capitalistic development; however, Du argued that these Confucian values 
including emphasis on family unity, education, social harmony, and deference to authority help 
promoted the economic development in East Asia (Du, 1984, pp. 4-5, 12; 1992, p. 2; 1996, pp. 
263-264).  
Moreover, according to Weber (1951), magic in Confucianism impeded the rise of 
capitalism in China. The Confucian notion “Mandate of Heaven (天  命  )” is the magical 
foundation of sovereign power in China, which believes that “heaven” or God is a mysterious 
and supreme entity and Chinese emperors, “Son of Heaven”, whose authorities are being 
granted by heaven(Weber, 1951, p. 143). However, Du and Krieger posited such a system of 
Confucianism actually helped promoting capitalism. They argued that “Mandate of Heaven” 
assumes the power, right and duty for rulers and bureaucrats which helped with social and 
political stability, and maintained government’s active role in market and close relations 
between government and businesses, and these were considered important factors 
contributing to economic development in East Asia (Du, 1996, p. 231; Krieger, 1991, p. 35).  
Furthermore, Weber argued that Puritans’ strong intention of rational calculation and 
rationally mastering the world was produced by the tension between this-worldly and other-
worldly concerns. Confucianism, however, lacks such tension. Therefore, Chinese failed to 
produce the rationality in calculation in their social and economic lives, which contribute to the 
growth of capitalism. Whereas Neo-Confucianism argued that the focus on this-worldly affairs 
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but lack of other-worldly concern actually contributed to Chinese people’s concentration on 
this-worldly life and economic success (Du, 1992, p. 2). Also, Neo-Confucianism scholars argued 
that there is also a tension between this world and other world in Confucianism; however, the 
tension is internal, which is the “internal transcendence”. New Confucians regard God as 
absolute independent of the human and material world as it is presented in Christianity, and 
this contrastive aspect is called “external transcendence”.  Yu explained this internal tension 
between this world and other world in Confucian notions: principles vs. matters (理  和  气  ), 
nature of mandate of Heaven (天  命  之  性  ) vs. nature of essence of matter (气  质  之  性  ), and 
“principles of heaven (天  理  )” vs. “human desires (人  欲  )”. For example, he stated that “Since the 
world of principles and the world of matters are inseparable and Neo-Confucian ethics do not 
allow Daoism’s escaping the world and further do not allow Buddhism’s abandoning the world, 
the sage establishes teaching precisely to make people control matters with principles (‘由  于  理  
世  界  气  世  界  是  不  即  不  离  的  ，  新  儒  家  伦  理  又  不  容  许  道  家  的  逃  世  ，  更  不  容  许  佛  家  出  世  , 圣  人  立  教  正  
是  要  人  助  理  以  制  气  ’) (Yu, 1992, pp. 306-312)”. Du supported Yu’s argument on similarities 
between internal transcendence and external transcendence. He claimed that Confucians do 
not rely on political power to build an ideal world, they transform politics by “the moral power 
and influence of education, ways of being a human, teaching and social practice… Confucian 
scholars are outside politics but their critical nature and sense of participation are very strong. 
They also have a very strong sense of alienation towards political power 儒  家  的  士  在  政  治  以  外  但  
批  判  性  和  参  与  感  都  很  强  ，对  政  治  权  力  的  异  化  感  也  很  强   (Du, pp. 394-397, 413, 425)”. 
Lastly, Yu argued that Weber lacked an understanding of Chinese culture and 
Confucianism, therefore, he failed to identify cultural factors that contributed to spirit of 
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capitalism in China. He posited that Protestant ethics were the necessary but not the adequate 
condition for the rise of the spirit of capitalism, and the spiritual factors only played a role in 
the initial stage of the capitalistic development because the huge benefit from capitalistic 
economy will became the predominant motivation (Yu, 1992, p243-245).   
  
Historical Context of Magic in Contemporary China 
The influence of magic and religion on a society is conditioned by social changes in 
China. To give a better context for my research, it is necessary to review these critical changes. 
In pre-modern China, religions were utilized by the state as ideologies for educating citizens so 
that to consolidate the governance. This is ended after the fall of the Qing Dynasty in 1911. 
During the 1919 May 4th New Culture Movement, the radical intellectuals completely 
denounced Chinese tradition as backward and superstitious. It is an anti-feudalist cultural 
movement which advocated that modern science is the supreme standard for measuring truth. 
Traditional religions such as Confucianism, Daoism and Buddhism were replaced by Western 
learnings and their positive influences on Chinese culture were being denied. Religion’s 
emphasis on faith was said to be the barrier for passions of exploring and learning (Zhuo, 2008).  
In 1949, the Chinese Communist Party won the civil war and took the leadership of 
China afterwards. The Party carried on the May Fourth tradition and educated new values that 
revolution and change were good while tradition and deference were bad (Ebrey, 1996, p. 294). 
It repudiated traditional culture and labeled religions as feudal superstition (Ebrey, 1996, p. 
302). The Party educated its members atheism and did not allow them to believe in any religion 
(Zheng, 2011). For Marx, religion is the “opium” that brings illusion to people. This is due to the 
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theoretical foundation of the Party’s policy on religion, which allowed religion to exist as a 
historical phenomenon but promoted science and atheism in society. Ebrey (1996, p. 313) 
analyzed that although using the name of Marxism, Mao’s view was deviated from Marxism. 
Marx held the historical materialism that ideas are the reflection of the economic base of 
relationship of production, rather than the creator of history. Mao held a voluntary vision of 
revolution which was reflected in the Great Leap in 1957. However, most of the top Party 
members embraced materialist interpretation of history, and due to such divergence of views, 
Mao started the Cultural Revolution (Ebrey, 1996, p.313). The Cultural revolution (1966-1976) 
attacked and humiliated all traditional cultures including all religions, and Mao became the new 
god of worshipping. The attempts of destroying the “Four Olds” were determined to sweep the 
old ideas away, which include any ideas from Confucius, Lao Tzu and Chuang Tzu. These old 
ideas were seen as being “fostered by the exploiting classes, and to have poisoned the minds of 
the people for thousands of years.”  
In 1978, China entered the Era of Reform and Open Up as Deng Xiaoping took the 
leadership. The state ideology bankrupted and that caused a “vacuum of faith”. In order to 
make up its mistakes during the Cultural Revolution, the state legitimized religions on official 
document, arguing that religion will ultimately disappear, but not at the current historical stage. 
This social reform is called “Bringing Order Out of Chaos”. Also, globalization allowed Chinese 
people to have access to a wide range of cultural, economic and political ideas, and their minds 
have no longer being monopolized by Chinese political ideology but have become more open 
and diversified. These provided social environment and proper mentality for the resurrection of 
religions in China. At the same time, China became demystified and secularized in areas of 
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culture, economy and politics. Religions have been prospering in the trend of secularization, 
and this is contradicting with Weber’s argument on disenchantment and capitalism. Seeing the 
worldwide revival of religion, Peter Burger give up his earlier modernization theory, which 
focuses on secularization, and declares the coming of the posts-secular age. In China, some 
Chinese scholars argue that it is because religions have long been considered as a culture in 
China. It is the moral consensus that the public follows as well as the norms that makes 
religions socially accepted. They are prosperous today because of its unclear demarcation and 
its social functions. “Before a new and more advanced moral standard is founded, people 
would rather to keep the traditional standard (religion), because it is considered as the wisdom 
that maintain the social order and stability (Zhuo, 2008).”  
 
 
Chinese Folk Religions 
Sinologists developed the concept of Chinese folk religions, which share similar practices 
as auspicious consumption. However, it is not defined comprehensively and there was no 
empirical studies to support the definition. In the early 20th century, western sinologists tried to 
study and define the kind of religious life in China that is beyond three teachings of 
Confucianism, Daoism and Buddhism. They created the term “folk religion” to describe this type 
of spiritual practices (Granet, 1922; de Groot, 1910). American sociologist Joseph Tamney 
defined and summarized folk religion as having elements of Buddhism, Confucianism, and 
Daoism, as well as prehistorical beliefs and practices such as ancestor worship, shamanism, 
divination, a belief in ghosts and sacrificial rituals to the spirits of scared objects and places. He 
also generalized that folk religionists believed one’s luck could be achieved by practices such as 
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“pleasing ancestors or gods, by locating graves and buildings in places where vital natural forces 
are located (geomancy), and by balancing opposing forces (yin, yang) within one’s body 
(Tamney, 1998).” 
Many scholars indicated that it is difficult to draw a line to distinguish Chinese folk 
religions and the three great Chinese religions/teachings as the former is considered a fusion 
containing elements of Buddhism, Confucianism and Daoism (Tamney, 1998). However, 
sociologists, ethnologists and sinologists have identified some common characteristics within 
Chinese folk religions including the belief that its aim is pursuing this-worldly benefits such as 
wishing for good fortune and avoiding bad fortune (Lin, 2007; Wu, 1985, pp. 242-245; Zheng, 
1999; Freedman, 1966, p. 140; Bruun, 2003, p.199; Chen, 2005), whose devotion is through 
animistic and polytheistic worshipping (Wu, 1996, p. 4; Lin, 2007), and whose beliefs are 
supernatural, practices that are independent of collectivity (Yang, 2012), and whom are non-
institutionalized and unorganized quasi-religion (Yang, 2018, p. 52; Lin, 2007; Wu, 1985, pp. 
242-245).  
Also, the major sutra of Mahayana Buddhism The Diamond Sutra reveals disapproval of 
religious activities that are aimed for pragmatic goals. It states that “a Bodhisattva's mind 
should not abide anywhere when giving alms”, “if a Bodhisattva (still) clings to the false notion 
(laksana) of an ego, a personality, a being and a life, he is not (a true) Bodhisattva, and “if a 
Bodhisattva's mind does not abide in forms when practicing charity, his merit will be 
inconceivable and immeasurable (The Diamond Sutra).” Here, abiding in forms means clings to 
the pursuit of worldly or egoistic benefits.  
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Beliefs in folk religions vary according to different stages in life as well. Lu (2008) noted 
in ancient China, youngsters were encouraged to embrace Confucianism to actively engage in 
this world, while elderly should believe in Daoism and seclude from the world or follow 
Buddhism to purify the mind and desires.  
How religious are Chinese people? Based on the statistical results from past surveys on 
the world value study, the population of religious Chinese people has never been higher than 
15%, which has been the lowest rate among 40 countries that participated in the study (Tang, 
2014).  This seems to imply that China is a country of demystification. However, qualitative 
researchers argue that China is an absolute religious country because the religious practices are 
seen everywhere (Zhang & Lu, 2018; Lagerwey, 2010). As C. K. yang (1961, p. 6) described, 
“there was not one corner in the vast land of China where one did not find temples, shrines, 
altars, and other places of worship. The temples and shrines dotting the entire landscape were 
a visible indication of the strong and pervasive influence of religion in Chinese society, for they 
stood as symbols of a social reality.” The disagreement on religiosity of Chinese between 
quantitative and qualitative research is caused by the differences in measuring religiosity. 
Quantitative measurements have been based on religion scales designed for western cultures, 
which usually ask participants about “religious affiliation” (Steensland et al., 2000). However, 
such questions are based on the exclusivity of western religions such as Christianity and 
Judaism, which are not suitable for measuring nonexclusive, polytheistic and syncretic Chinese 
belief systems such as Buddhism and Daoism (Ji, 2012; Leamaster & Hu, 2014; Zhang & Lu, 
2018).  
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 C.K. Yang (1961)’s “diffused religion” described similar characteristics of folk religion. He 
(Yang ,1961) classified Chinese religions into “institution religion” and “diffused religion”. 
Institution religion is well structured, orthodox and institutionalized, such as Buddhism and 
Daoism, whose organizations and doctrines are independent of other social institutions. While 
diffused religion lacks structure and organization, and functions as a part of secular social 
institutions that permeates the whole Chinese society (Yang, 1961, pp. 294-295).  
Institutional and diffused religions are interdependent on each other. Firstly, diffused 
religion borrows the mythical and theological concepts from institutional religion. The former 
uses the concepts of gods and spirits from institutional religion to develop its own symbols for 
worshipping purposes. Diffused religionist worship Buddhist and/or Daoist gods, as well as 
other gods created by them (Yang, 1961, p. 295).  Secondly, the diffused religion uses the rituals 
from institutional religion to develop its own way of practice.  On the other hand, institutional 
religion relies on diffused religion to survive and sustain itself. An example of diffused religious 
god figure created by Chinese people is Guan Yu, who was a general served for the warlord Liu 
Bei during Eastern Han dynasty, who was deified as the “god of wealth” afterwards. 
Worshipping Guan Yu is a common practice in China till today.  
C. K. Yang (2018)’s definition of diffused religion seems identical with auspicious 
consumption. Fenggang Yang (2018)’s definition of Chinese folk religion also corresponds well 
with C. K. Yang’s diffused religion and auspicious consumption. He stated that folk religion is 
different than institutionalized religion such as Daoism and Buddhism in a way that it “does not 
require professional clergy or ‘orthodox’ knowledge about its ritual practices; the beliefs and 
practices are shared and performed by ordinary people (Yang, 2018, p. 48)”.   
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More specifically, Yang and Hu (2012) identified three types of Chinese folk religion, 
which are communal folk religion, sectarian folk religion and individual folk religion. Among 
these three types of folk religions, individual folk religion seems to correspond the most with 
beliefs and practices of auspicious consumption. They also stated the beliefs and practices of 
individual folk religion were the most pervasive folk religion practices in China (Yang & Hu, 
2012). They defined individual folk religion as “supernatural beliefs and practices that are 
independent of any collectivity” that “reveal and change an individual’s fortune” and “ward off 
evil spirits or bad fortune”. They categorized a variety of magic activities as individual folk 
religion. For example, magic activities that reveal and change fortune, such as fortune-telling 
practices (palm and face reading), glyphomancy (dissecting Chinese characters in the name), 
numerology, divination, and interpreting eight characters of birth time, as well as magic 
activities that “ward off evil spirits or bad fortune.” For example, wearing a red waist belt in the 
zodiac year of birth, selecting auspicious dates for conducting a wedding or opening a business, 
worshipping god of wealth, and practicing fengshui.  
 The second type of Chinese folk religion identified by Yang and Hu (2012) is “communal 
folk religion”. “communal folk religion” refers to “beliefs and ritual activities based in the local 
community”. They included activities such as worship of local deities (e.g., earth god (tudi), city 
god (chenghuang), mazu (a patron goddess for fisherman), etc.), participation in communal 
rituals “such as Chinese New Year and Lantern Festival, or on the birthdays of the gods, 
individuals can go to village temples any time to worship the local gods by bowing and praying, 
proclaiming vows, making offerings of food and drink, and burning incense and ghost/spirit 
money. These acts are usually followed by divination of the god’s response by dropping divining 
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blocks or consulting divinatory poetry” (Dean, 2003, p. 338). Yang and Hu (2012) also include 
ancestor worshipping in the communal type. “Communal folk religion” emphasizes collective 
solidarity and group cohesion. It is common to see that all members of families getting together 
and practicing ancestor worshipping or visiting ancestor’s graves; however, the organization of 
“communal folk religion” is often ad hoc.  
 While the third type is sectarian folk religion, which has “an organizational structure 
beyond local boundaries”. Examples of sectarian religious groups are White Lotus and 
Yiguandao.  Sectarian groups are similar to institutional religions or their sects. For example, 
Buddhism and Chan Buddhism school, Pure Land school and Huayan school. Sectarian folk 
religion is usually limited in scale due to the suppression from government in mainland China 
(Grim & Finke, 2001; Ma & Han, 2004; Naquin, 1976, 1981).   
 
Empirical Studies on Demographic Factors  
 Empirical research conducted in western countries found that religiosity and magic 
belief shows a negative relationship. Wuthnow (1978) found that non-religious individuals were 
more likely to believe in existence of ESP and other paranormal beliefs, and no participation or 
low participation in religious activities were positively associated with paranormal beliefs. 
Wuthnow (1978, pp. 61,62) also stated that churches are usually disapproved of ESP, magic or 
other occult phenomena, because paranormal believers argued supernatural powers and 
unknown mystical powers created and controlled the world and determined one’s fate, which 
challenged beliefs in divine revelation of western religions. Moreover, Bainbridge and stark 
(1980) found that non-religious students were more interested in mysticism than other 
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students.  
Furthermore, conventional religious believers were less likely to hold paranormal 
beliefs. Emmons and Sobal (1981) conducted a study in the U.S. about relationships between 
belief in western religion and paranormal beliefs.  They found that people who believed in 
religion (fundamentalists) were less likely to believe in non-religious paranormal phenomena 
(ghosts, the Loch Ness Monster, Sasquatch, ESP, witches, déjà vu, precognition, astrology and 
clairvoyance), but more likely to believe in religious paranormal phenomena (beliefs in angels, 
devils and life after death). Wuthnow (1978, pp. 66-77) also found that people who believed in 
“new religions” were more likely to believe in ESP, but “conventional” religious people were 
less likely to believe in ESP, because “new religious” like to use the idea of paranormal to 
challenge science and to support transcendental experience.   
However, different from American religious individuals, Huang (2015) found that 
Chinese individual who believed in Buddhism, Daoism, folk religions or other oriental religions 
have higher participation in paranormal activities than non-religious individuals. Here, 
paranormal activities included both interpretive paranormal practices such as fortune-telling, 
dream-interpretation and horoscope interpretation and auspicious practices. Huang (2014) 
concluded oriental religions that had blending characteristics in general had higher 
participation in paranormal practices than nonreligious individuals and exclusive religionists. 
And the more exclusive the religion was, the more likely the individuals would reject the 
interpretive paranormal practices that had more magic elements. Moreover, this study showed 
that exclusive religion believers such as Muslims and Christians were less likely to participate 
because the higher the exclusivity of a religion, the lesser likely for believers to participate in 
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auspicious activities. Huang (2014) concluded that oriental religions that had blending 
characteristics in general had higher participation in paranormal practices than nonreligious 
individuals and exclusive religionists. And the more exclusive the religion was, the more likely 
the individuals would reject the interpretive paranormal practices that had more magic 
elements.  
 Some western researchers did empirical studies on superstitious and paranormal 
behaviors in western settings. For example, health condition is related to paranormal beliefs. 
The worse the health condition was, the more likely an individual was to have paranormal 
beliefs (Wardell & Engbreston, 2006). Goldstein (1999) even claims that support from 
paranormal belief was the best alternative for bio-medical treatment. Mowen and Carlson 
(2003) explored the personality traits as the antecedents of superstitious behaviors in U.S., and 
they found that a lower need for learning among older adults, higher levels of sports interest, a 
belief in fate, and a decreased belief in heaven and hell were factors that influenced the 
superstitious behaviors.  
 Precious research also found these behaviors varied according to different demographic 
factors. Huang (2015) used Chinese national data to study Chinese people’s paranormal belief. 
She found that for interpretive superstitious practice (fortune-telling, palm-reading, Fengshui, 
dream interpretation, and witchcrafts), women’s participation was significantly higher than 
men. However, there was no significant gender difference for auspicious practices such as 
requesting favorable outcomes and expelling evil spirit. Also, she found that age was negatively 
associated with participation in superstitious activities. With every one-year increase in age, the 
possibility to participate decreased by 1%. Moreover, marriage is another factor that has 
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influence on superstition participation. Those who were married, divorced or widowed all had 
higher participation than those who have never married. Furthermore, belief in religion was 
associated with superstitious activities.  
In the U.S., levels of education were negatively associated with beliefs in influences of 
astrology and position of the stars and planets on people’s lives (Gallup, 2001). Wiseman and 
Watt (2004) also found gender differences in superstition beliefs, where females had higher 
tendency to endorse superstition beliefs than males. 
 
Rationale of the Inquiry 
 Existing literature has been studying factors and impacts of superstitious or paranormal 
beliefs and behaviors, but the literature does not address complete components of auspicious 
consumption, despite that those other auspicious consumer behaviors are also very common in 
mainland China today. For example, Chang (2007) studied the impact of supernatural beliefs on 
Chinese business decision-making, but the focus of this study was merely on Feng shui 
counselling and numerology counselling, rather than including all other auspicious consumption 
practices. Huang (2015) used secondary data from the Chinese General Social Survey (CGSS 
2010) to study factors of mainland Chinese people’s paranormal behaviors. However, her 
concept of paranormal behavior was different and AC, and the measures, variables and 
research questions were different. Her measurement of paranormal behaviors include both 
interpretive practices and auspicious practices. Interpretive practices are inquiring 
interpretations of the fortune, such as fortune-telling, dream-interpretation, and horoscope. 
Interpretive paranormal practices should not be categorized as auspicious practices or 
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consumption because the goal of these practices is for inquiry rather than pursing positive 
outcomes. Also, interpretive practices were much less popular than auspicious consumption in 
mainland China (Huang, 2015). 
 Moreover, the subjects of previous research were not focused on mainland Chinese 
consumers who are the population of interest of the current study. Mowen & Carlson studied 
the antecedents of superstitious beliefs in the United States, and the beliefs were measured by 
three common superstitious beliefs in the culture of the United States rather than in mainland 
China: black cats can bring bad luck; if you break a mirror, you will have bad luck; the number 
13 is unlucky. Also, Chang (2007)’s study on impacts of supernatural beliefs only focused on 
consumers in Taiwan and Hongkong; however, consumers of Fengshui and numerology 
counselling in Taiwan and Hongkong might not be representative of consumers in mainland 
China because their beliefs in major religions and folk religions are different from residents in 
mainland China due to the Communist Party’s discouraging of religious beliefs and practices 
(Tang, 2001, pp. 311-315). Also, Tobacyk (2004)’ Paranormal Belief Scale and Huang and Teng 
(2009)’ superstitious scale were developed in the context of western cultures and Taiwan, 
therefore, some of the items were not suitable for measuring auspicious consumption in China. 
For example, “The Loch Ness monster of Scotland exists”, “the number “13” is unlucky”, “I 
believe that a pink crystal can enhance the chance of romance” and “I will not have sex before 
gambling” are not common beliefs and practices among mainland Chinese consumers. As such, 
these scales only measure the beliefs in paranormal events and superstition, but did not 
particularly measure behaviors and consumption.  
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 The current research focuses on auspicious consumption as a prominent consumption 
pattern in China today. The primary research questions guiding the current research is: what do 
Chinese consume for auspicious consumption and why do Chinese people engage in it? 
However, there is a lack of research on describing what auspicious consumption is actually like 
in contemporary mainland China, as well as investigating what factors contribute to auspicious 
consumptions. Therefore, grounded theory is used to define, explore and analyze this 
consumption pattern in mainland China because grounded theory is an appropriate approach 
for topics that cannot be explained sufficiently by existing theories (Glaser & Strauss, 1967; 
Schreiber & Stern, 2001, Chenitz & Swanson, 1986; Bluff, 2005). Also, statistical analysis on a 
secondary national survey data will investigate the popularity of AC as well as the 
generalizability of the results from grounded theory.  
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Research Questions 
This dissertation includes two studies. The first study uses grounded theory to analyze 
the in-depth interviews conducted on mainland Chinese consumers, and it tries to answer the 
following questions:  
1) What kind of AC do people practice in mainland China today? 
2) What motivates Chinese consumers to engage in AC?   
3) What is a comprehensive definition of AC? 
The second study is a statistical analysis performed on a secondary data from national survey to 
investigate the research question: 
 4) How popular is AC in mainland China today?  
 5) What are AC’s relationships with demographic factors?  
6) Are the determining social psychological factors generated from the grounded theory 
generalizable? 
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CHAPTER 3. METHODOLOGY  
Sequential Mixed Methods Design 
 This dissertation investigates the current practices of auspicious consumption and its 
motivations in China using a sequential mixed methods approach. Mixed methods, also called 
triangulation (Fetters & Molina-Azorin, 2017), is a research technique that uses different 
sources of data, adopts a variety of research methods for the analysis, and applying different 
theories for a same set of research questions (Webb et al., 1966).  The concepts of the current 
topic have not been studied and defined before, and by using mixed-methods approach we can 
select the most appropriate research methods that can enhance and complement each other so 
that to generate a rich depiction of a phenomenon (Howe, 1988; Green et al., 1989). Mixed-
methods approach is useful for developing theories of a social event from both interpretive and 
empirical perspectives (Planno Clark & Creswell, 2008), as it can sufficiently capture the 
contextual meanings as well as being capable of describing the trend of a phenomenon 
(Tashakkori & Teddlie, 2003). In this dissertation, Mixed-methods approach is consisted of a 
qualitative study and a quantitative study.  
This dissertation also adopts the sequential exploratory design. The sequential 
exploratory design is aimed at exploring a new phenomenon (Creswell, 2003). The design is 
consisted of an initial phase of qualitative data collection and analysis and followed by a phase 
of quantitative data analysis (Creswell, Plano Clark, et al., 2003). The qualitative method is used 
to explore a phenomenon with a few participants. Then, it generates theories as well as 
guidelines for producing instruments, variables and propositions for the subsequent 
quantitative study. Finally, the findings from the grounded theories will be tested in the 
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following quantitative method (Creswell, et al., 2007). The qualitative study investigates the 
constructive meanings of auspicious consumption behaviors because qualitative approach is 
suitable for studying the meaning of a social phenomenon (Creswell, 2002).  The 
“interpretivism” element of qualitative analysis will help in understanding the reasons for 
auspicious consumption from the consumers’ perspective in the context of Chinese society 
(Ritchie & Lewis, 2003, p. 22). While quantitative method is performed afterwards based on a 
national survey data to test the generalizability of the findings from the qualitative study. Since 
quantitative study often involves reductionism during operationalization concepts into 
variables (Charles & Mertler, 2002), so it is likely for quantitative method to have biases due to 
such reductionism. Also, quantitative researchers often have biases in the creation or selection 
of measurement or variables as well (Gay et al., 2012). An immediate quantitative study will 
potentially be misleading for this research. This is due to a lack of concrete theory to explain 
auspicious consumption in the context of either Chinese consumers or consumers in any other 
cultures, thus, the variables and measurements are also not available. The factors of auspicious 
consumption are not well understood and use of existing scales will not be doing justice to the 
investigation. Therefore, starting with a qualitative investigation and followed by a quantitative 
study would be suitable in this case (Creswell, 1999; Creswell et al., 2004). 
The qualitative data were obtained from the in-depth interviews conducted for this 
research. The quantitative data used a secondary survey data from the Chinese General Social 
Survey (2010). The in-depth interviews are analyzed using grounded theory to define and 
categorize auspicious consumption, as well as interpret the motivations of auspicious 
consumption. The secondary data is analyzed using quantitative approach to investigate the 
 
    
48 
 
 
 
commonness of the set of questions of auspicious consumption including the popularity, its 
relationships with demographic factors and other contributing factors of auspicious 
consumption behaviors.   
 
Strengths and Challenges of the Sequential Mix-method Design 
 The design of first exploratory qualitative phase and subsequent quantitative phase 
produces an integrated procedure to describe, implement and report a social phenomenon 
(Creswell, et al., 2007). The challenge of the design is that the implementation requires 
“considerable time (Creswell, et al., 2007). 
 
Grounded Theory Analysis 
Grounded theory is an appropriate approach for topics that lack theories (Glaser & 
Strauss, 1967; Schreiber & Stern, 2001), or topics that cannot be explained sufficiently by 
existing theories (Chenitz & Swanson, 1986; Bluff, 2005). As we discussed earlier, the review of 
the literature only addresses theories for superstitious, magic and paranormal beliefs and 
behaviors, but it is too peripheral to define AC. Also, the terms in the literature such as “magic” 
or “folk religion” are “often used expediently in an elusive yet catch-all way (Yang & Hu, 2012)”.  
Therefore, it is impossible to form any hypotheses of the research interests of the present topic 
that can be used directly for conducting a quantitative study. Hence, it is appropriate to use 
grounded theory for the qualitative portion of this research not only because it is suitable for 
generating theory of an unexplored phenomena, but it will also help guiding the selection of 
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variables on the secondary data for further statistical analysis that tests the generalizability of 
the theory.  
Typically, the development of emergent theories in a grounded theory study should not 
be biased by a priori assumptions (Glaser, 1978). There have been debates on whether earlier 
literature review will form preconceived ideas that will inhibit the discovery of new theories 
because new theories should not be used to confirm the existing theories but should be 
grounded up from the empirical data (Glaser & Strauss, 1967; Glaser, 1992; Strauss & Corbin 
1998). The literature review of the current study was done prior to the grounded theory 
analysis to the extent to assure that there was no previous research had studied the same topic 
in a similar way (Bluff, 2005). In this paper, the literature review was done as much as enough 
to show that auspicious consumption and its motivations in China have not been studied, nor 
been studied using grounded theory approach. Following the principle of grounded theory, the 
first stage of the literature review only aims at assuring that no previous literature that covers 
the objectives of the current research, and the second stage of the literature review was 
searching for the exact theories to confirm, reject or compliment the findings was deferred 
until after the data analysis.  
The grounded theory approach for the current study is informed by Glaser (1998, 2000) 
beginnnig with data collection, then build up categories, and forming a theory. In-depth 
interviews were conducted to explore the motivations for auspicious consumption by asking 
about participants' experiences, opinions and attitudes on auspicious consumption. Theories 
were generated from the data that answered these guiding questions: 1) What and how do 
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people practice auspicious consumption in mainland China? 2) Why do you and other Chinese 
people practice auspicious consumptions? 3) What is auspicious consumption? 
 
Sampling and Recruitment 
 Thirty participants recruited for this study were ethnic Chinese, who were born and 
raised in China, whose geographic locations are throughout the country. Snowball sampling was 
used to recruit individuals. Participants were recruited from the PI’s relatives, friends, 
classmates and acquaintances, as well as individuals referred by them. They were purposefully 
recruited for heterogeneity in age, sex, education, income, locations, marital status and magical 
beliefs to increase the generalizability of the grounded theory (Robinson, 2014).  
 An introduction of study was delivered through the text in social media mobile app 
“WeChat” to individuals who were potential participants for the interview. The introduction 
informed the purpose of the interview, confidentiality, expected duration of the interview. 
Permission was also sought for allowing note-taking and tape recording. Informed Consents 
were collected online by requesting online signatures on Qualtrics afterwards. Before 
implementation, this research obtained the IRB approval on protection of rights and safety of 
human subjects during participation.   
 
Data Collection 
In-depth interviews were conducted on 30 mainland Chinese consumers. Each interview 
lasted approximately 1.5 to 2.5 hours with an average duration of 120 min. The interviews were 
conversed in Chinese language, and were conducted through audio calls using social media 
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cellphone application WeChat. All the interviews were audio recorded with the permission of 
participants.  
The interview used a semi-structured format for both testing existing theories and 
asking additional exploratory research questions. The interviews did not use fully developed 
structure, because the important themes may not be revealed due to the inhibition of the 
discovery process caused by fully structured questions (Bluff, 2005). However, semi-structured 
interviews allow researchers to refer to a structure while they are following the flow of the 
conversation, as well as allowing more information to emerge (Punch, 2005). The interviews 
included guiding questions such as “what kind of AC do you practice?”, “do you believe that AC 
will bring you favorable outcomes by its magical or supernatural power?”, “when and why do 
you practice them”, and “how important is AC is you, and why?”.   
 
Data Analysis 
Thirty participants were recruited and interviewed, and 26 were transcribed and 
analyzed by the PI when it reached data saturation.  NVivo 12, a qualitative data analysis 
software (QDAS) was used for analyzing the interviews, and QDAS is considered to increase the 
level of validity and vigor of the qualitative analysis (Siccama & Penna, 2008).  The data was 
analyzed in Chinese language which was the language spoken for the in-depth interviews. The 
data for analysis included transcripts of audio recordings from the in-depth interviews as well 
as typed memos during the data collection process and analysis. The key points in the 
transcripts that were relevant to the research questions were located in the transcripts to avoid 
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unnecessary analysis and confusions that caused by data overload (Allan, 2003; Miles & 
Huberman, 1984).   
 “Coding is the pivotal link between collecting data and developing an emergent theory 
to explain these data. Through coding, you define what is happening in the data and begin to 
grapple with what it means” (Charmaz, 2006, p. 46). There are three stages of coding process 
for this study: initial coding, focused coding and theoretical coding. Through initial coding, open 
coding strategy was applied to analyze the transcript line by line to construct preliminary codes, 
which helped minimize preconceived ideas (Charmaz, 2006). Initial coding produced over 100 
preliminary codes. Codes with similar meanings then were categorized together and were 
named with more abstract terms. These more abstract terms also facilitated the comparisons 
between data and with the categories.  
 During initial coding, some codes were coded as in vivo codes, i.e., the actual terms 
respondents used, to preserve the respondents’ subjective meanings, but later interpreted 
these condensed meanings through analyzing what they had condensed in the interviews 
(Charmaz, 2006, pp. 70-73). For example, the term “psychological suggestion” was frequently 
mentioned by respondents to explain their reasons for auspicious consumption. However, 
through further coding and analyzing, this term means differently for different respondents. For 
some respondents, it means that AC could be used to “cope with anxiety caused by 
uncertainty”, but for other respondents, it means that AC could be used to “make oneself feel 
positive”.  
 Initial coding was performed as soon as the first interview was conducted and it was 
then continuously performed throughout the analysis process. During this process, more 
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interview questions were generated from the analysis, and these questions were used to ask 
future respondents whose answers potentially help developing the new theories. For example, 
first several interviews showed that although the respondents engaged in AC, they expressed 
that they did not believe homophonic numbers will magically bring them auspiciousness, and to 
validate this “hypothesis”, a new question was added to the following interviews stated “do 
you believe homophonic numbers will magically bring you good outcomes?”. Therefore, the 
analysis and interview were both an inductive and deductive process.  
 Focused coding was the second step to identify the most significant or frequent 
preliminary codes that reflected similar themes to sift the large amount of data and to develop 
categories (Chamaz, 2006; Saldaña, 2016). These focused codes were then used to code follow-
up interviews from previous respondents to identify previous implicit earlier statements or 
events, and to compare similarities between respondents. Axial coding was then performed to 
identify the relationships between categories and their subcategories, which occur like the 
“axis” of a category (Strauss, 1987, pp 64). For example, “symbol of status”, “feeling superior 
than others if using it”, “others will feel someone is decent and extraordinary” were put under 
subcategories “showing off status” and “signalling identity”, which were under the category 
“conspicuous motivation”. The data reached its saturation on 20th transcript, which means that 
there were no new categories of motivations and beliefs in AC magical effects emerged from 
the analysis anymore (Guest, Bunce, & Johnson, 2006).  
 Finally, selective coding of the transcripts was performed to clarify the relationships 
between categories and focused codes to create grounded theory (Glaser, 1978, p. 72). 
Selective coding was the process of building and refining the new theory through linking all 
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categories to the structure of motivations for AC. For example, the motivation of 
conspicuousness, bandwagon, and propriety are categorized as symbolic motivation. Symbolic 
motivation along with other two subcategories, psychological motivation and habit, construct 
the framework of motivations of auspicious consumption.  
 Similar to other qualitative research methods, grounded theory is likely to have errors 
during the analysis process. For example, misinterpretation of the data. To reduce this error, 
the PI practiced member validation (Seale, 1999) by going back to the participants and 
validating findings with the participants and made sure they represented participants’ 
experiences or meanings accurately.  
 
Translation 
 The interview data had not been translated from Chinese to English until the findings 
were generated. The delayed translation is to ensure the richness and accuracy conveyed in 
Chinese language from the interview data. 
 
Participants 
 The sample for this study compromises demographic differences in gender, age 
education, monthly income, marital status, geographic location, rural and urban areas and 
occupation. Geographic locations of the participants were the locations where they grew up in 
where these places should have the most influences on their values and behaviors. Table 1 
shows the percentage and distribution of participants’ demographic factors.  
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Table 1.  Participants demographics (n = 26) 
Demographic 
variables 
 Distribution 
 % n 
Gender Male 69 18 
Female 31 8 
Age 28-30 8 2 
 31-40 42 11 
 41-50 8 2 
 51-60 19 5  
 61-70 23 6 
Education Below college 15 4 
 Undergraduate  62 16 
 Master  15 4 
 Doctoral 8 2 
Monthly Income  Below 5000 8 2 
 5001-11000  46 12 
 11001-21000 12 3 
 21001-31000 19 5 
 31000 and above 15 4 
Marital status Single 15 4 
 Married  81 21 
 Widowed  4 1 
Location  Jiangsu (eastern central China) 35 9 
 Guangdong (south China) 8 2 
 Henan (central China) 12 3 
 Hebei (north China) 4 1 
 Beijing (capital) 8 2 
 Shanghai (southeast China) 4 1 
 Shaanxi (northwest China) 8 2 
 Hunan (south central China) 8 2 
 Guizhou (southwest China) 4 1 
 Chongqing (southwest China) 4 1 
 Zhejiang (east China) 4 1 
Areas Urban 50 13 
 Town 19 5 
 Rural  31 8 
Occupation Academia 19 5 
 Government 12 3 
 State-owned business  4 1 
 Private owner 19 5 
 Private employee 15 4 
 Housewife 4 1 
 Religious organization 4 1 
 Freelance 4 1 
 Retired  19 5 
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Secondary Data Quantitative Analysis 
The primary goals of this quantitative study are to: 1) test the generalizability of the 
findings from the Grounded Theory study, 2) test the findings from previous research on the 
relationships between demographic factors and superstitious, paranormal and folk religious 
behaviors, 3) examine the popularity of AC, and 4) explore the relationships between AC and 
demographic factors. The findings from grounded theory analysis include popularity of AC, 
correlations between AC and other factors, as well as cultural, religious and psychological 
factors contributed to AC. Descriptive statistics, spearman’s rho correlation analysis, 
confirmatory factor analysis (CFA) and structural equation modelling (SEM) are used to address 
these questions. There are a number of hypotheses correspond with these goals. 
  
Introduction of CGSS (2010) Data  
Mapping auspicious consumption in mainland China is challenging because the social 
survey data on religion are extremely limited. The data is suitable for studying auspicious 
consumption must involve variables measuring religiosity and spirituality, and CGSS (2010) data 
is the only data available from mainland China that covers religious and spiritual questions for 
the recent decade. Investigations on religion are still considered politically sensitive in mainland 
China (Yang & Hu, 2012). China Religion Survey is a national survey that focuses on studying 
religion and spirituality in China. The PI made an attempt to contact the center of China Religion 
Survey to obtain the data of the China Religion Survey but confirmed the data is not publicly 
accessible. The PI was informed that the religious topic was sensitive, and the research center 
did not have the right to release the data unless they were authorized. The design of the 
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questionnaire of CGSS (2010) may not be as ideal for the current study; however, it is the only 
available and the latest national quantitative dataset on religion and spirituality in mainland 
China. 
 
CGSS (2010) Methodological Approach 
This study uses data from Chinese General Social Survey (CGSS 2010). The general goal 
of CGSS (2010) was to measure the underlying linking mechanisms between social structure 
and quality of life, in which social structure measures the dimensions of social group and 
organization using positional approach, as well as networks of social relationships using 
relational approach, whereas quality of life includes dimensions such as health, population, 
mentality, socioeconomics and politics/community. CGSS (2010) is aimed to test the well-being 
of these five dimensions at both the individual and aggregate levels.  
 
CGSS (2010) Sampling 
The targeted population of CGSS (2010) are civilian adults aged 18 and older. The 
ultimate sampling units are households. The total sample size is 12,000 households including 
2000 self-representative stratum households. CGSS (2010) used a multi-stage stratified design. 
There are 3 sampling stages: the first stage is Primary Sampling Units (PSUs), which is county-
level units; the second stage is the Secondary Sampling Units (SSUs), which are community-level 
units (village村 and neighborhood committees 居委会); the third stage is the Third-level Sampling 
Units (TSUs), which are households within the SSUs; finally, an 18 and older adult is selected 
with Kish Grid within each household.  
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There are 2762 PSUs in the sampling frame, within which, 67 PSUs were selected from 
the 5 Municipalities as a self-representative stratum. The 5 cities are Beijing, Shanghai, Tianjin, 
Guangzhou and Shenzhen, which are top 5 Municipalities directly under the central 
government, provincial capital cities or vice provincial cities in China. The top 5 Municipalities 
were selected based on the cities’ comprehensive rankings by their GDP, FDI and Education 
Level.  There are 80 communities (SSUs) in self-representative stratum.  
The rest 2695 PSUs were selected based on comprehensive ranking by GDP per capital, 
urbanization rate, and population density. The rest 2695 PSUs were equally divided into 50 
strata, and each stratum consists of 2 PSUs, which were selected using Probability proportional 
to size (PPS) method. Every selected PSU consists of 4 communities as SSUs that were sampled 
with PPS method. Then, within each community, 25 households were selected as the TSUs.  
There were 400 communities (SSUs) in the 50 strata. Therefore, the totally sample size of CGSS 
(2010) is 12,000 households with 2000 households as self-representative stratum. See Figure 1. 
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Figure 1. Map of sample population of CGSS (2010) 
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Research Questions and Hypotheses 
The three guiding research questions for this quantitative study are:  
  
1) How popular is AC in mainland China today?  
 2) What are AC’s relationships with demographic factors?  
 3) Are the motivational factors derived from the grounded theory generalizable? 
Specifically, the grounded theory analysis finds that: all participants engaged in 
customary AC in their lives regardless of their beliefs in its magical effects. This indicates that 
there is no relationship between beliefs in AC magical effects and customary AC. In CGSS 
(2010), there is no direct questions measuring beliefs in AC magical effects. However, there is a 
set of questions measuring belief in magic. Although belief in magic and belief in AC magical 
effects are different concepts. The former one refers to belief in any supernatural events, and 
the latter one refers to beliefs in magical effects that AC will bring about. However, belief in 
magic and belief in AC magical effects are closely related as it is reflected in the participants’ 
response. Moreover, it is also important to explore the effects from belief in magic, so I am 
testing the relationship between belief in magic and participation in AC.  
The dependent variable is categorized into customary AC and non-customary AC. 
Customary ACs are common auspicious consumptions practiced by a majority of people. Such 
as pasting “Fu (good fortune)” character on the front door or pasting red couplets on the gate 
on New Year’s Eve, hanging wormwood plants on the door on Dragon Boat Festival, and 
avoiding having “4” as their license plate number. Therefore, I hypothesize,  
H1: There is no relationship between beliefs in magic and customary AC. 
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Secondly, existing literature prior studies showed that individuals who believed in 
oriental religions were more likely to believe in or practice magic, or the other way around. C. K. 
Yang (1961) and F. Yang (2018) agreed that beliefs in Buddhism, Taoism and folk religions such 
as AC were not exclusive to each other. While AC is conceptually a type of folk religious or 
diffused religious practices, Buddhists were likely to participate in folk religious practices 
(Leamaster & Hu, 2014), and diffused religionists also worship Buddhist and/or Daoist gods, as 
well as other gods created by them (Yang, 1961. p295).  Therefore, I hypothesize: 
H2: The greater the belief in Buddhism or/and Daoism, the more likely to participate in 
AC. And, 
H3: The greater the belief in Buddhism or/and Daoism, the more likely to believe in 
magic.  
Thirdly, I wanted to test if the greater the belief in AC, the more likely to participate in 
non-customary AC. According to the definition from F. Yang (2018), the concept of “individual 
folk religion” seems identical to the concept of AC. Since there was no pre-existing 
measurement for belief in AC in general, and there were scales for measuring “individual folk 
religion”, so I hypothesize that:  
H4: The greater the belief in folk religion, the more likely to participate in AC.  
Fourthly, the grounded theory analysis shows that AC nonbelievers tended to use AC as 
a strategy to gaining positive feelings. All eight AC nonbelievers had this motivation. However, 
there are only four out of 10 believers and two out of eight ambiguous believers had this 
motivation. Although there is no existing theory that explains the relationship between belief in 
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magic and motivation of gaining positive feeling through practicing AC. However, since the 
grounded theory generated the pattern of this relationship, and AC magical beliefs and 
positive feeling are important contributing factors of AC. Moreover, positive feeling is found to 
be an important psychological factor for superstitious behaviors (Langer & Roth, 1975; Taylor & 
Brown, 1988).  Therefore, it appears important to test this relationship using the secondary 
data in an exploratory manner. Thus, I hypothesize: 
H5: The greater the belief in magic, the lesser the motivation of gaining positive feeling 
to practice AC.  
 Fifthly, the grounded theory finds consumers who believe or ambiguously believe in AC 
magical effects tend to use AC to cope with uncertainty. There were 6 out of 9 ambiguous 
believers and 7 out of 10 believers used AC to cope with uncertainty; however, no nonbelievers 
had this motivation. Similar to the last grounded theory finding, there is no existing theory to 
support the relationship between AC magical beliefs and the motivation of coping with 
uncertainty for AC. However, coping with uncertainty is an important factor for explaining 
superstitious behaviors (Malinowski, 1948, p. 14; Vyse, 2014, pp. 158-160). Therefore, it 
appears important to explore this relationship. Thus, I hypothesize:  
H6: The greater the belief in magic, the greater the motivation of coping with 
uncertainty.  
Sixthly, demographic factors such as age, income, gender, education, marital status, and 
health conditions were found to be predicting factors for paranormal or superstitious beliefs or 
behaviors from existing studies (Mowen & Carlson, 2003; Goldstein, 1999; Wardell & 
Engbreston, 2006; Huang, 2014; Gallup, 2001; Wiseman & Watt, 2004). I am also interested to 
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find out if they have the same effects on AC. Therefore, my research question is: are 
demographic factors such as age, income, gender, education, marital status, and health 
condition are related to engagement in AC? Additionally, participants from grounded theory 
analysis firmly claimed that almost everyone in China practice customary AC. Therefore, the 
research question “Is AC prevalent in mainland China?” will be examined from the secondary 
data. 
 Lastly, grounded theory analysis found that there are three types of contributing factors 
that can explain AC. 1) Symbolic motivation: conspicuousness, conformity with majority, and 
face-maintaining conformity, 2) Psychological motivation: affect, spiritual sustenance, gaining 
positive feeling and coping with uncertainty, 3) Habit. The data has variables measuring all of 
the factors except habit. Therefore, I will use the data from CGSS (2010) to test how well the 
factors: conspicuousness, conformity, gaining positive feeling and coping with uncertainty 
together can explain AC behaviors. 
 
Variables of Interests 
 The variables used for this study are: 1) participation in AC, 2) beliefs in AC, 3) belief in 
Buddhism, belief in Daoism and belief in folk religion, 4) conspicuousness, 5) conformity , 6) 
positive feeling tendency, 7) cope with uncertainty tendency, and 8) demographic factors (ages, 
gender, education, personal income, health condition and marital status). 
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Independent Variables 
 Independent variables for this quantitative study are: belief in magic, belief in Buddhism 
or/and Daoism, belief in folk religion, conspicuousness, conformity, gaining positive feeling 
tendency, cope with uncertainty tendency, and demographic factors (age, gender, education, 
personal income, health condition and marital status).  
 
Dependent Variables   
 Dependent variables for this quantitative study are customary AC, non-customary AC, all 
of AC, and belief in magic.
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CHAPTER 4. FINDINGS OF GROUNDED THEORY ANALYSIS STUDY A. 
How Do People Practice AC Today? 
Defining the Objectives of Auspicious Consumption 
Participants report that AC consumers engage in auspicious consumption in the hope 
that it will magically bring favorable outcomes and avoid misfortunes. Participants’ responses 
indicate that the favorable outcomes people desire are worldly benefits, while misfortunes are 
events unfavorable or that impede people from gaining worldly benefits, thus they want to 
avoid them. The comment below is common among all respondents. It indicates that AC 
consumers use AC in the hope of gaining favorable outcomes (safety, health, prosperity, 
wealth, status and success) and avoiding misfortunes (disastrous events): 
 Some people do it [AC] because something terrible or disastrous happened in 
the family, and they want to avoid those [negative outcomes]. Some other 
people consult Fengshui experts in order to request things for his/her own 
family, like prosperity, wealth and status, career and promotion. …as for most 
ordinary people, they don’t have big ambitions and desires, they only ask for 
safety and health. 
 
 AC consumers tend to avoid consuming products that have ominous attributes, which 
are called “inauspicious” things in Chinese. For example, they avoid having weddings on 
inauspicious dates, or avoid owning license plate numbers that have inauspicious numbers. This 
respondent shared about his experience on buying a license plate number that had a bad 
connotation: 
…, it turns out [this license plate] number is a taboo that Yangzhou [city] people 
feel strongly about, 25945, which is (homophonic to) “idiot is me”, hahaha…then 
I said oh my goodness, this is a big thing……then in order to change the plate, 
you have to sell the car first… I spent extra $1000, she (wife) looked for some 
acquaintance (to make this happen). 
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Manifestations of Auspicious Meanings in AC  
  By analyzing the data of auspicious consumption items, several ways were identified 
regarding how auspicious meanings can be derived through auspicious consumption. The ways 
of deriving auspicious meanings are called manifestations of auspicious consumption. 
According to the responses, there are two kinds of manifestations that auspicious meanings 
derive through auspicious consumption: homophony and symbolization.  
 
Homophony 
 Homophones are words with same pronunciations but have different meanings and are 
spelled or written in different ways. Homophones are used by Chinese people to develop 
auspicious meanings, products embedded with auspicious homophones can be sold as 
auspicious products. This special attribute of homophone creates both blessing and cursing 
connotations for different words. The widely use of homophone in connotating auspiciousness 
might be related to the special structure of Chinese words and language. One of the most 
comprehensive Chinese dictionaries “Comprehensive Chinese character dictionary (Zhonghua 
Da Zidian)” contains more than 48, 000 entries for Chinese characters, however, there are only 
about 500 pronunciations (Zhang, 2011, p. 285). This sets the stage for developing homophonic 
auspicious connotations.  
Homophonic words are often used for expressing auspicious connotations if the 
homophone can be related to auspicious meanings. Chinese people like to hear homophones 
that have connotations of blessings, especially on important days and festivals, and this is called 
verbal excellence (“讨口彩 Tao Kou Cai”) in Chinese. During big events such as wedding day, New 
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Year’s Day and senior’s decade’s birthday, adults warn children to avoid speaking inauspicious 
homophonic words or simply avoid speaking a lot in case the words they spoke would 
accidentally sound homophonic to inauspicious meanings, which would then sound impolite or 
to the hosts (Zhang, 2011, p. 22).  
 
Numeric homophone 
 Within homophonic auspicious connotations, numeric homophones are a special type of 
homophones, in which the auspicious meanings are developed from numbers that are 
homophonic to auspicious words. According to the responses, the two widely known numeric 
homophones are number “8” and number “4”. Number “8” is homophonic to “getting rich” and 
is loved by people, and “4” is homophonic to “death” and is avoided by people. One respondent 
from Beijing described it this way:  
 We like “6” and “8”, and hate “4”, it’s like this nationwide, isn’t it! People would 
want to avoid license plates that have abhorred numbers like “4” and would love 
numbers like “6” and “8”… I feel those connotations (6 and 8) are good and 
pronunciations are nice. 
 
 Many respondents gave examples with AC that use auspicious homophonic numbers 
such as being used in sales of license plates and cellphone numbers and how they can be sold at 
extremely high prices. A respondent concluded it this way: 
 There are many examples in numeric, “6” is “things go smoothly (“6” is 
homophonic to “Liu”, which connotates “smoothly (Liu Liu Da Shun)”), “8” is 
homophonic to “getting rich”. My cellphone number ends with 988, which is 
“long-lasting rich rich (jiu fa fa)”, you know it. 
 
 Furthermore, many respondents reported the tendency of developing auspicious 
meanings from combinations of numbers. A combination of numbers is a series of homophones 
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that can form a descriptive expression. People want to own such combination of numbers if the 
it expresses an auspicious connotation, and they want to avoid a combination of numbers if it 
has negative connotations. Such preference or avoidance is reported in the purchase of license 
plates and cellphone numbers. Here is a story told by a female respondent from Jiangsu 
province. Just like the example from the quotation above on “988” connotating “long-lasting 
rich-rich”, here is an opposite example of the combination that is avoided by people: 
 One of my friends got a license plate that ends up with 147, that’s (sounds like) 
“want to eat poop(dialect)”. I asked her “how come you got such a (bad) plate?” 
She said, “gosh, I didn’t notice.” 
 
 Another respondent said in their province (Guangdong), they have to draw lotteries to 
obtain license plates, and sometimes they do not draw good numbers. She said: 
 A friend drew a “438”, then his wife wasn’t gonna drive the car. She said it is 
called “dead bitch (si san ba)”, so his wife would rather die than driving this car, 
coz it sounds like cursing her…they would have such considerations, it’s so funny. 
 
 
Non-numeric homophone 
 Besides being popularly used in numeric, auspicious homophones are used in products 
that have non-numeric pronunciations. For example, respondents mentioned that they buy 
auspicious jewelries or ornaments in which the themes of the objects are homophonic to 
auspicious meanings. One of them said, 
 I have a pendant that is (carved as) a copper coin and a bat, which has this 
auspicious meaning: bat is (homophonic to) blessings, and copper coin is wealth, 
it costs about 3000 yuan.  
 
Another respondent, when asked about the reason she wore a jade Buddha, she explained: 
 There is a saying that girls wearing Buddha will get blessings because “Buddha” is 
homophonic to “blessing”, and boys wearing Bodhisattva (Guan Yin, a Buddhism 
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divine) because it is homophonic to “official’s seal” (official’s seal implies 
officialdom, which is valued greatly by Chinese people, because officialdom 
brings power and wealth. Chinese culture is so extensive and profound, so this is 
how ancient culture is passed along…  
 
 Producers also designs their products to have themes that use homophonic 
connotations. Auspicious jade ornaments have its tradition in China for many years. A jade 
ornament producer described the jade statues he designed and its popularity of acceptance, 
 Every finished product has its connotation. For example, this year’s most popular 
one is “goldfish and lotus”, which connotates “surplus continuous year” (goldfish 
and lotus are homophonic to surplus and continuously); “Ear of wheat” is called 
“peace year after year”(“ear of wheat” is homophonic of “year”)… all of them 
can be worn on the body…”peanuts” is called “booming business” (“peanuts” is 
homophonic of first character of “business”). These sayings are known all over 
the country.  
 
 An owner of a car decoration company also talked about how he used “deer” as the 
theme to design his very popular product “deer bamboo charcoal bag” and how he created 
auspicious homophonic meaning “safe along the road” in the product to make it more 
attractive to consumers: 
 (At the beginning), the auspicious connotation was not added intentionally, but 
it was created during the design… (I was thinking) how we could make it more 
competitive and more attractive than what’s already there in the market, then I 
thought of changing “safe along the road” into “safe along the ‘deer’ ” (“road” is 
homophonic to “deer”). 
 
Symbolic 
 Many participants mentioned that auspicious objects were signs or metaphors of 
auspiciousness because the attributes of certain objects symbolize auspiciousness. For 
example, fortune plants like evergreen and “longevity grass” are seen as auspicious plants, 
because the vitality of these plants symbolizes long life. Participants explained they are 
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auspicious to keep in the house because this symbolizes healthy and long life for whoever lives 
in the house. Just as one participant explained, “with just a little water they will never die,” 
which shows their exuberance and they were easy to care.  Another example of products with 
such attributes is that having the themes of auspicious mythical animal called Pixiu. All the 
participants were aware of the auspiciousness of Pixiu, and how the mythical animal symbolizes 
“gathering treasure”, 
 I wear (jade) Pixiu…which is a mythical monster, it doesn’t have anus, the things 
he eats will stay in, which symbolizes that wealth only comes in but doesn’t flow 
out. 
 
 Moreover, the attributes of numbers are also created symbolic auspicious connotations. 
In the last section, we discussed how homophony of numbers connotates auspiciousness, but 
besides that, numbers also connotate auspiciousness through symbolization. For example, 
license plates that have numbers such as “9” or “7” are considered auspicious, and the more 
such consecutive numbers the license plates contain, the higher price they can be sold, one 
respondent explained, 
 8888 and 9999 can be bought, consecutive numbers symbolize the status… some 
people engage in construction projects, and ”7” seems like a plow, then they say 
that “7” can plow the wealth out… Also, we say “nine-five extreme supremacy 
(citation)”, so if the plate has five “9s”, this plate probably worth more than the 
car. Many rich and high-status people use such numbers for their private cars…  
 
 Furthermore, religious objects are considered auspicious objects because religious 
figures or objects symbolize divinity that is believed to bring blessings. For example, Buddha or 
Bodhisattva themed pendants are said to bring blessings and protect wearers from bad fortune. 
Although the pendants are themed as religious figures, a great portion of participants who 
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consumed them were not religious: they neither identify themselves as religious nor practice 
religious activities regularly.  
Besides the objects being described above, auspicious activities also have symbolic 
auspicious meanings. For example, the dragon dance performance for business-opening 
ceremonies symbolizes “a good business and accident-free year”. Since the dragon is regarded 
as the lord who is in charge of the water and rain in ancient China, so the dance is an activity for 
praying for blessing from the “dragon lord”. It is said to bring good weather and climate that 
are amicable for fishing, and it is said to eliminate danger and accidents while fishing in the sea.  
 
What Do People Consume Today? 
 According to the responses from participants, AC can be categorized into three types: 
auspicious object consumption, auspicious service consumption, and auspicious practice. The 
categorization of AC is based on AC “subjects”, because AC “subjects” can be used to group all 
AC activities into discrete categories in which category members share common properties. 
However, using other pre-purchase properties such as motivations, ways of manifestation, and 
auspicious meanings to categorize AC, then the categorization would not be distinguishable 
from each other. For example, if to use motivations as the properties to categorize AC, then 
there will be overlapping AC activities under different categories of motivations, and it is 
impossible to make single category to stand out and differentiated with the rest of categories of 
other motivations.  
 Below each category, there are summaries of the AC items reported and described by 
the participants. These items were consumptions either consumed by the participants or 
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observed or heard by the participants. AC items are categorized into three groups: auspicious 
objects, auspicious services and auspicious practices. For every AC items, participants described 
the name, usage, clients, process of the consumption and why the consumption brings 
auspiciousness. The descriptions of all the AC items are summarized in a structured format so 
they are concise and comparable to each other based on these properties.  
 
Auspicious Objects 
 Auspicious objects are objects that are thought to magically bring auspiciousness. 
Auspicious objects can be used for wearing, decorating, placing in spaces and practicing 
auspicious activities. Auspicious objects reported by the participants are divided into 
accessories and decorations, clothing, consecrated objects, plants, pets and art. These 
auspicious objects have auspicious values as well as their original utility values, and both of the 
values can be utilized by auspicious consumers.  
For example, the original utility value of Buddhist prayer beads is to be used as a 
counting tool for mantra recitation or prostration, or it is used for calming down for meditation. 
However, both Buddhist and non-Buddhist consumers consume or possess the beads in the 
hope that the beads will bring protections and good fortune to them. Similarly, southern 
Chinese like to place a potted fortune tree in the house, which is said to not only clean the air, 
decorate the place, and boost vigor and vitality, but also is thought to bring wealth.  
Participants were asked to describe the name of the object, why the consumption is 
auspicious, and how the objects are consumed to achieve the goal of AC.   
The description of all the auspicious objects reported by participants are listed below. 
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Accessories and Decorations  
1) Jade buddha or bodhisattva statue necklace pendants  
Why is it auspicious: 1) Homophonic: “Buddha” to “blessing”, “bodhisattva” to “official’s seal 
(officialdom)”; 2) Animistic: it is thought that divinity of religious gods will bring blessings to the 
consumer. Also, the Buddha or Bodhisattva statues are commonly consecrated by monks, and 
the consecration is thought to have divinity which will bring blessings to consumers  
How to use: Wear it on the body or keep it  
What to achieve: Wish to gain blessings and protection, gifting from parents for showing love 
and care; wish to gain success and power because “bodhisattva” is homophonic to “official’s 
seal (officialdom)” 
2) Jade “bat and ancient coin” pendant  
Why is it auspicious: Homophonic. “bat and ancient coin” to “fortune is in front” Wear it on the 
body or keep it  
How to use: Wear it on the body or keep it  
What to achieve: Wish to gain wealth 
3) Hu lu (Calabash) statue accessories or ornaments  
Why is it auspicious: Homophonic. “Hu lu” to “fortune and salary”  
How to use: Wear it as accessories or place it as decoration  
What to achieve: Wish to gain wealth and good fortune 
4) Jade Bok Choy   
Why is it auspicious: Homophonic. “Jade Bok Choy” to “meet hundreds of treasures”  
How to use: Use as desk or car ornaments  
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What to achieve: Wish to gain wealth, show off wealth and status 
5) Jade “Ear of wheat” pendant  
Why is it auspicious: Homophonic. “Ear of wheat” is homophonic of “year”, hence it connotates 
“peace year after year”  
How to use: Wear it as accessories  
What to achieve: Wish to have safety and peace, show off wealth and status 
6) Jade “bird, cucumber and vines”  
Why is it auspicious: Homophonic and symbolic, “bird, cucumber and vines” are homophonic to 
an idiom “Fei Huang Teng Da”, which means “rapid advancement in career”  
How to use: Wear it on body  
What to achieve: Wish to gain success in career, show off wealth and status  
7) Auspicious themes Jade decoration for decorating walls  
Why is it auspicious: Symbolic. Auspicious themes in product design.   
How to use: Hang on the wall in a company’s lobby  
What to achieve: Wish to have gain blessings, displaying the taste and culture of the enterprise   
8) Deer toy car decorations with charcoal bags inside 
Why is it auspicious: Homophonic. “Deer” to “road” which means “safe along the road” 
How to use: Place it in the car; gifting to friends 
What to achieve: Wish it to bless for safety; utility value (absorb car odor) 
9) Auspicious license plates or cellphone numbers 
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Why is it auspicious: Homophonic or symbolic. Numbers that are homophonic or symbolic to 
auspicious meanings are considered auspicious. E.g., “8” to “wealth” or “prosperity”, “4” to 
“death” or “misfortune” 
How to use: use it as ordinary license plates; spend a fortune to gain auspicious numbers; spend 
money or effort to avoid inauspicious numbers. 
What to achieve: Avoid bad fortune and gain good fortune; show off wealth and status; keep 
one’s “face” by avoiding inauspicious numbers because that is against norms 
10) Jade Pixiu (mythical animal) statues 
Why is it auspicious: Symbolic. Pixiu is a mythical monster, and since it doesn’t have anus, so it 
symbolizes wealth only coming in but not flowing out.  
How to use: Bracelet pendant or necklace pendant 
What to achieve: Wish to gain wealth, show off wealth and status, conformity 
11)  Pixiu statue tea pet (consecrated or not consecrated) 
Why is it auspicious: Symbolic. Same as above; consecrated ones are said to have divinity which 
will bring blessings to consumers  
How to use: Place it as ornament; “playing” with it by watering it with tea water so that its 
texture changes over time. The process is called “nurturing the pet”.  
What to achieve: Wish to gain wealth; show off wealth and status; for appreciation/aesthetics 
and hedonic reason 
12) Golden Toad statue ornaments  
Why is it auspicious: Golden Toad is a Chinese mythical animal that is said to attract wealth 
How to use: Place it as ornaments in the lobby of a company   
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What to achieve: Wish to attract and protect wealth; to showoff financial power 
13)  Ancient coins car pedants  
Why is it auspicious: Folk saying has that ancient coins protects one from evil spirits because 
the coins have accumulated a lot of Yang Qi (阳气 bright energy) which expels and suppress the 
Xie (邪 evil energy).  
How to use: Hang them in cars 
What to achieve: Wish it protects one from having bad fortune, and keeps one safe 
14)  Buddhist prayer beads (consecrated or not) 
Why is it auspicious: Divinities from consecration and/or religious objects are said to bring 
blessings and protections 
How to use: Wear them on body for protection; count the beads for meditation 
What to achieve: Wish to gain blessings and protection; counting beads through meditation 
(use value); for appreciation and playing on hands (aesthetic value) 
15)  Jade lotus roots pendants 
Why is it auspicious: Symbolic, the shape/structure of the lotus roots symbolize “all paths 
smooth to success”. 
How to use: Wear it on as pendants 
What to achieve: Wish for smoothness on the paths to success; aesthetic reasons as jewelries 
 
Clothing  
Red thread, socks or underwear for one’s zodiac year  
Why is it auspicious: Folk saying has that it prevents bad fortune in one’s zodiac year 
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How to use: Wear it on the body 
What to achieve: To propitiate clash that will cause misfortunes for one’s zodiac year; function 
as normal underwear (utility value) 
 
Consecrated Objects 
1) Cars, accessories, decorations, utilities, collectibles, souvenirs and other objects that 
have their own utility values  
Why is it auspicious: Divinity from the consecration will bring protections and blessings 
How to use: Utilize their original values such as utility value, collective value, commemorate 
value or other values that the objects already have, gifting value. 
What to achieve: Gain blessings, protections, health, wealth, success and other worldly 
benefits;  
2) Tea set (consecrated)  
Why is it auspicious: Blessings from divinity through consecration. Items in store are already 
being consecrated by monks. 
How to use: Use it as normal tea set 
What to achieve: Wish for promotion, wealth, health, good marriage, and any auspicious 
outcomes. 
 
Plants 
3) “Fortune tree” and “money tree” plants 
Why is it auspicious: Symbolic, which symbolizes gaining wealth 
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How to use: Place it at home or workplaces  
What to achieve: Wish to gain wealth; improve indoor air quality (utility value); aesthetic value 
 
Pets 
4) Alligator snapping turtle 
Why is it auspicious: Symbolic. Turtle’s characters of life cycle symbolizes long life and health 
How to use: Adopting  
What to achieve: Wish to gain wealth; for appreciation (aesthetic value); fun to keep (hedonic 
value) 
 
Art 
5) Pine and crane painting 
Why is it auspicious: Symbolic. Pine tree symbolizes long life, crane is considered immortal in 
Chinese’ culture, hence it symbolizes long life.   
How to use: Hanging on the wall for decoration; Gifting to elders; owning it by oneself. 
What to achieve: Express good wishes; aesthetic value 
6) Peach wood-made sword 
Why is it auspicious: Folk saying tells that peach wood repels evil influence, if made as weapons 
such as sword, it will expel evil. 
How to use: Place at room as ornaments 
What to achieve: Protect one from bad fortune 
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Auspicious Services  
 While auspicious objects are considered to bring auspiciousness, requesting auspicious 
services is for achieving the same goal. Auspicious services are divided into Fengshui and 
numerology counselling, ritual services and consecration services.  
 
 Fengshui and Numerology Counselling  
 Fengshui counselling is a counselling service that the clients acquire the experts’ 
guidance on one’s spatial arrangement and surrounding environment (Rossbach, 1984). Wang 
(1991) stated that Feng shui counselling is “a method of pursuing good fortune and shunning 
the course of calamity.” Responses indicate that people usually consult Feng shui experts for 
arranging proper orientations or settings inside or outside of their houses. Feng shui experts’ 
guidance is said to be not only a method of pursuing good fortune and shunning the course of 
calamity, but also said to have positive influences on one’s physical and mental health.  
 Numerology counselling uses the “principle of Wu Xing (Five Elements)”: wood, fire, 
earth, metal and water, as well as Yin and Yang to calculate what elements the clients are 
lacking. Based on the calculation, suggestions are given in naming or changing names for clients 
or businesses. Or suggestions given on obtaining certain objects that have the elements 
compensating for what the clients were lacking. The goal the clients seek is to reduce the 
misfortune clients might encounter and increase the possibility of gaining good fortune. 
Numerology counselling can also offer suggestions on selecting auspicious dates for big events 
such as weddings, caesarean dates and business-openings.  
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 A Daoist abbot stated that the types of counselling people usually request from him are 
checking the Feng shui for real estate projects and choosing dates for weddings (weddings in 
general) or business openings.  One respondent from Guangdong province described how 
prevalent Feng shui counselling is: 
 Not only Guangdong people, people from Hunan and Hubei (nearby provinces), 
especially businessmen, they rather believe in Feng shui. I know two neighbors from 
downstairs, every year, they ask Feng shui experts to check the Feng shui (in their 
houses), especially when their businesses was not going well.  
  
A Feng shui expert stressed the importance of Feng shui knowledge when they help choosing 
other-world houses and how it is more important than auspicious accessories: 
 Feng shui of “yang zhai” (this-world houses) are for living this life smoothly, while Feng 
shui of “yin zhai” (graves) is for protecting descendants. These are far more important 
than wearing auspicious pendants.    
  
Moreover, a vice president from a real estate company described how Feng shui plays 
an important role in their industry, how they apply Feng shui knowledge when designing the 
houses and the cost of counselling: 
 …I have to consider Feng shui when designing the houses, cause I’m the developer so I 
have to consider homeowners’ concerns. Sometimes they thought the Feng shui was 
not good, and then the houses were not able to be sold. 
  
Gates should not be built facing each other, due to the matter of gathering wealth. For 
bedrooms, master bedrooms should be placed in the east, it’s like in accounting offices 
or in business office buildings, you shouldn’t place God of Wealth on the back but on 
prominent places so that it gathers wealth.  
  
Good architects would all know some Feng shui knowledge, if (Fengshui problem of the 
house) is complex, then need to consult Feng shui experts…(the costs) depend on 
(experts’) reputation, for every visit (to the houses), it can be from thirty to fifty 
thousand (about 4,500 to 7,500 USD) as high, and three thousand (about 450 USD) as 
low.  
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Another respondent also stressed the importance of practicing numerology and Feng shui: 
 When you buy a house you need to pick an auspicious date, like when we built the 
interior of our house, we will check the dates for installing the gate and stove, and the 
orientation of the stove, because they say that the kitchen is most in charge of 
everything, it’s in charge of the prosperity of your house… 
 
 The examples of Feng shui and numerology counselling reported by participants are 
summarized below. Participants provided information regarding who the clients usually are, 
when to request the service, and what expect to achieve through the service. 
 
Fengshui counselling examples 
1) Clients: real estate developers  
When to request the service: when constructing and designing housing 
What to achieve: Make sure it is designed to have good Fengshui for residents so that it 
promotes better sale. 
 
2) Clients: business owners  
When to request the service: when constructing and designing spaces for company 
What to achieve: Wish to make good fortune and avoid bad fortune 
 
3) Clients: private housing buyers  
When to request the service: consult Fengshui of the housing before buying it; consult fengshui 
in how to design, modify and decorate houses 
What to achieve: Make sure the house has good Feng shui so that it helps making decisions in 
buying; Wish to live comfortably and peacefully in the house 
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4) Clients: night clubs design  
When to request the service: When designing and decorating interiors 
What to achieve: Good Feng shui interior design will relax customers and psychologically open 
them out, which helps nightclubs to make more money” – a Daoist priest 
 
5) Clients:  individuals or families 
When to request the service: When locating graves 
What to achieve: Feng shui experts’ guidance on selecting locations for one’s elders’ graves is 
said to bring protections and prosperity to the descendants.  
 
Numerology counseling examples 
 
6) Clients: Individuals 
When to request the service: When one is having bad fortune; when one was just born 
What to request: inquire about auspicious names for individuals, either naming or changing 
original names  
What to achieve: Wish things go smoothly, wish for good fortune and to avoid bad fortune; 
wish to turn bad situation into good situation 
7) Clients: Business owners 
When to request: When business is not going well, or when business just opened 
What to request: inquire about auspicious names 
What to achieve: Wish business goes well; wish for good fortune and to avoid bad fortune 
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8) Clients: couples planning a wedding  
When to request: before the wedding, usually many months ago because auspicious dates are 
in high demand in the restaurants where the wedding is usually held. 
What to request: inquire about auspicious dates for weddings 
What to achieve: Based on principle of “mutually reinforcing and counteractive” of “Wu Xing 
(Five Elements)”, to calculate an auspicious lunar calendar date that harmonizes with both the 
couple for the wedding, so that to gain good blessings for the couple. 
 
9) Clients: Businesses owners  
When to request: Before business opens 
What to request: inquire about auspicious dates for opening business 
What to achieve: Using principle of “Wu Xing” to identify what elements the owner is lacking, 
then calculate auspicious dates for the owner to open business. It is said to bring good fortune 
and avoid bad fortune for the business. 
 
10) Clients: Real estate companies 
When to request: Before pricing the houses 
What to request: inquire about pricing for houses 
What to achieve: Wish to have good sales of houses 
 
11) Clients: Individuals inquire about compatibility of characters with partners 
When to request: Before deciding serious relationship; before marriage 
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What to request: Calculate the compatibility of “Ba Zi (Birth Time Eight Characters)” from the 
couple, which tells whether the couples are compatible with each other based on that. 
What to achieve: It helps selecting a compatible partner, which will be good for marital 
relationship, well-bring of future children and the core or/and extended family.  
 
12) Clients: Hiring personnel 
When to request: Before making hiring decisions 
What to request: Inquire about compatibility between job applicants and business owners or 
leaders 
What to achieve: Calculate the “Ba Zi (Birth Time Eight Characters)” of the job applicant and the 
business leaders, and tell whether they are compatible with each other, so that it helps 
employers to avoid bad selections. 
 
Ritual Services 
 Rituals are ceremonies requested by people to seek auspiciousness. For example, 
Buddhist rituals, funeral arrangements and opening-business rituals are said to be common 
rituals services by respondents. A rural funeral arrangement business owner in Henan province 
explained that family of deceased people would request Buddhist rituals during funerals and 
other: 
 People believe in Buddhism will surely have the salvation (services) for their 
deceased parents, or they go to monasteries if their elders are sick, they would 
make a Saisen (donation), request a “eliminating disasters (service)” by 
requesting a Buddhism ritual and requesting (householders) lay Buddhists to 
chant sutras… 
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 She also explained the benefit of being particular about the etiquette and taboos in 
funeral arrangement: 
 …taking particular care of things such as how to wear clothing in funeral, and 
watch the specific time for burial…all of which is done for goodness of 
descendants.     
 
 Moreover, auspicious rituals such as “dragon dance” performances are often requested 
by businesses for their opening ceremonies. Dragon dance is a traditional dance performance in 
China and is commonly seen in festival celebrations, commercial activities and business 
celebration (p124, Tang, 2006). Dragon dance performance is seen to be  “auspicious for 
business”. As one respondent stated: 
 We have someone doing fishing business here who is very rich, he invited 
(requested) our dragon-dance team to perform a lot of rituals before, including 
“Long Tai Tou (“dragon head rising” dance)”, which symbolizes good business 
and no accidents all years.  
 
Ritual service examples 
1) Clients: Couples who are about to have weddings 
 When to request: Before the wedding 
 What to request: Hiring or consulting experts for auspicious wedding etiquettes, selection of 
wedding dates, wedding ritual details (e.g., direction the car faces when picking the bride, 
orientation of the wedding bed, and the direction the bride faces when she gets off the car, 
etc.)   
What to achieve: It is said to bring blessings to marriage, couple’s relationship and relationship 
with family members such as in-laws; it is said to bring blessings for have children 
smoothly and successfully 
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2)  Clients: Family of the deceased  
 When to request: Before the funeral 
 What to request: Hiring experts for guidance on funeral etiquettes and customs, which include 
selecting proper dates and times for departing the coffin and for burial, ensuring proper steps 
of practices for the funeral, avoiding taboo practices.   
 What to achieve: Experts guidance ensure funeral is practiced properly and auspiciousness, 
which is said to bring blessings to the family members who are alive.  
 
3)  Clients: fishing businesses 
 When to request: before fishing in the sea 
 What to request: Invite dragon dance performance before entering to the sea.  
What to achieve: The dragon dance symbolizes auspiciousness for fishing businesses. It is said 
to bring good weather and climate that are friendly to fishing, and it is said to eliminate danger 
and accidents while fishing in the sea. 
 
4)  Clients: who are severely ill 
 When to request: when clients have had severe disease 
 What to request: Buddhist “Eliminating calamities rituals”.  Eliminating calamities so that one 
can recover from diseases through chanting and other Buddhist rituals  
 What to achieve: Wish clients to recover from illnesses 
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Consecration  
 Consecration (Kaiguang) is a religious ritual performed by monks or priests to empower 
the objects with divinity (citations??) which is believed to bring blessings. The consecrated 
objects mentioned by respondents are Buddhist bracelets, Buddha or Bodhisattva pendants for 
necklaces or cars, teapots and even cars. One respondent explained that consecration makes it 
auspicious: 
 For example, the old monks consecrated the Buddhist prayer beads, then they 
count as auspicious objects. 
 
 Another respondent described the value of consecrated objects: 
 Teapots that are made of Purple Sand (a quality material for making tea sets) 
cost three to four hundred (45 to 60 USD), they are quite good, then some 
people like to buy metal ones, which are more expensive, furthermore, the ones 
that’ve been consecrated in temples will be more expensive. 
 
One mother told that she bought consecrated Buddha pendant for her daughter before her trip 
of studying abroad: 
 Before she went abroad, I specifically went to the Temple of the Reclining 
Buddha to invite (respectful way to say “buy”) the Buddha pendant for her, just 
hoping that she will be safe and things will go smoothly. She was travelling to 
another different hemisphere, then that feeling was not well, so (doing this) to 
give her some blessings…. The things that temple sold were all consecrated.  
 
Examples of consecration services 
1) Clients: Objects owners requesting consecration services. Objects such as newly 
purchased Cars.  
Why is it auspicious: Divinity from the consecration will bring protections and blessings. 
How to use: Utilize their original values such as utility value, collective value, commemorate 
value or other values that the objects already have, gifting value. 
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What to achieve: Gain blessings, protections, health, wealth, success and other worldly 
benefits;  
 
Auspicious practices   
 Auspicious practices are activities practiced by people in the hope of gaining secular 
fortune or avoiding secular calamity. Auspicious practices include auspicious traditions, 
worshipping Buddhism and Daoism divines, attending religious ceremonies such as Hua Tai Sui 
and animal’s lives releasing. Auspicious objects and auspicious practices are different in a way 
that auspicious meanings are derived differently. Although auspicious practices may utilize 
auspicious objects (e.g., wearing red underwear in one’s zodiac year of birth), auspicious 
objects generate auspicious meanings from the objects, but auspicious practices develop them 
from ritualistic process of the consumption.  
Auspicious practices might not require direct monetary transactions, but the process of 
practices require consumptions of necessary tools to make the practice happen, for example, 
purchasing auspicious products for auspicious ceremonies. Also, buying incenses and tributes 
are for worshipping gods or ancestors, buying red underwear or socks to wear in one’s zodiac 
year of birth. Besides consumption of the necessities. Although it does not involve direct 
monetary transaction for consuming auspicious products, the money, time and effort people 
spend on participating these auspicious practices alter their economic lives. Therefore, 
auspicious practices are included as one of the types of AC. One respondent described how 
they use auspicious items to set up the wedding room as the tradition:  
 We buy lily for weddings, (lily is homophonic to “hundreds years of being 
together”) “eternal love”… the wedding bed will be filled with walnuts (“he”, 
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homophonic to “harmony”), dates (“zao”), peanuts (“sheng”), longan (“gui”), 
sunflower seeds (“zi”), (they together connotate)“having children soon”. 
 One notable point is that people who participate in religious practices do not necessarily 
wish for this-worldly good fortune, because a part of them wish for nonmaterial gains such as 
other-worldly outcome and spiritual accomplishments. Just as a respondent expressed: 
 I feel requesting good fortune through these religious practices cannot count as 
Buddhism, because Buddhism is about purifying your mind and spirit, so these 
practices are not right according to strict Buddhism doctrines. 
 
 However, the current study only focuses on consumptions intended to gain this-worldly 
fortune and benefits.  
 Another respondent described how they prepare auspicious food for New Year’s Eve: 
 … we prepare dish of fish for New Year’s Eve dinner (“having fish on New Year’s 
Eve” is homophonic to “having surplus every year” ) , and steam Fa gao (a 
sponge-like cake in China, which is homophonic to “getting rich”). 
 
 
Auspicious practice examples 
Examples of auspicious practices reported by participants are listed below. Participants 
provide information regarding the specific event people practice, why practicing it is auspicious, 
the process of how to practice and what results people want to achieve.  
1) Preferences of number “8” 
Why is it auspicious: “8” is homophonic of “wealthy”, hence, it connotates wealth and 
prosperity  
How to practice:  Picking “8” as the mantissa dates for big events such as opening ceremony 
and wedding (e.g., Beijing Olympic Games opening ceremony began at 08:08:08 pm on 
08/08/2008); picking “8” as the number(s) for license plates, cellphone numbers and house 
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number (e.g., some local governments use “8” as their house number; some governments 
reserve 8th floor for their leaders).  
What to achieve: 1). Wish for good fortune and prosperity 2). Express good wishes for the 
events 3). Conspicuous reason 4). Conform with the norms 
2) Avoiding number “4”  
Why is it auspicious: “4” is homophonic to “death”, hence it implies negative outcomes, 
therefore, it should be avoided 
How to practice:  Some apartment buildings and business buildings do not have 4th floor, and 
the actual 4th floors are replaced by 3A or other names. Government house number Some 
hospitals do not room numbers that end up with “4”.   
What to achieve: 1). to avoid bad fortune 2). to make visitors feel better 3. Conform with the 
norm 
3) Following guidance from Huang Li (the Yellow Calendar or almanac) 
Why is it auspicious: Huang li, or Chinese divination guide and almanac, is a book tells people 
what activities are suitable to do on each day. For example, if the day is suitable or not suitable 
for moving, wedding, funeral, cutting hair, taking shower and long travel, etc.  
How to practice: Check the calendar and follow what it suggests on a particular day and plan big 
events ahead 
What to achieve: Avoid bad fortune and gain good fortune 
4) Moving-in rituals 
Why is it auspicious: Practicing Feng shui and “Huang li” while moving in a new house is said to 
change the bad luck from the past and bring blessings after moving in.    
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How to practice: Pick auspicious date and time that “Huang li” suggests to move in, and follow 
Feng shui and practice certain rituals for moving in. For example, setting firecrackers, using salt 
water to wash rooms, and worshipping local guardian god. 
What to achieve: Wish to good fortune and avoid bad fortune after moving to a new house. 
5) Funeral practices and rituals 
Why is it auspicious: Practice auspicious etiquettes during funerals is said to benefit 
descendants 
How to practice: For example, 1). wearing odd number of clothes for the deceased. because 
odd numbers imply “decease alone”, but even numbers imply “decease double”, therefore, odd 
numbers are considered inauspicious. 2). avoiding presence of pets. Because presense of 
animals like cats or dogs are said to cause the sudden movement of a corpse, which is 
considered inauspicious incident. 3). following guidance from Fengshui experts in selecting 
location for grave and time and date for encoffining and burial, etc., which is said to bring 
protections and blessings for the descendants. 
What to achieve: “80-90% etiquettes in funerals are dine for benefitting descendants” – a 
funeral arrangement business owner in rural central China said; showing respect to deceased 
ones 
6) Wedding practices and rituals 
Why is it auspicious: Practicing auspicious etiquettes and customs such as using homophones 
and symbolic connotations for weddings is said to be auspicious for the couple and couple’s 
family.   
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How to practice:  E.g., wedding bed filled with walnuts, dates, peanuts, longan, sunflower 
seeds, they are homophonic to “having children soon”; Decorating weddings using auspicious 
symbols such as dragon and phoenix, which symbolizes the couple’s auspicious future 
What to achieve: Wish to have auspicious marriage as well as flourishing family; for 
atmosphere; express people’s good wishes for the marriage; conform with the norms 
7) Wearing red thread, socks or underwear for one’s zodiac year 
Why is it auspicious: Wearing them in one’s zodiac year protect one from clash caused 
misfortune in one’s zodiac year of birth 
How to practice:  Wearing them as ordinary items in one’s zodiac year 
What to achieve: Wish to avoid misfortune in one’s zodiac year of birth 
8) Festival auspicious practices.  
How to practice:  There are variety of traditional practices are said to bring auspiciousness. 
Examples from respondents: pasting god of wealth portrait on the gate and pasting red 
couplets on the gate on New Year’s Eve; hanging wormwood plants on the door on Dragon Boat 
Festival, cooking fish dish on New Year’s Eve 
What to achieve: wish to gain protection from bad fortune, wealth, health, success, safety, 
prosperity and other auspicious outcomes; for festive atmosphere; obeying the norms 
9) Practice Feng shui 
Why is it auspicious: Feng shui knowledge on spatial arrangement and surrounding 
environment of housing is a method of pursuing good fortune and shunning the course of 
calamity. These arrangements are also said to have influence on one’s physical and mental 
health. 
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How to practice:  Practice some basic or common Feng shui rules in one’s home or office. E.g., 
placing fish tank between two facing doors to summon wealth, placing a “stabilizing stone” 
(“Shigandang石敢当”in Chinese)” behind one’s house to counter against disasters and accidents. 
What to achieve: Wish to gain auspicious outcome; For aesthetic or functional pursuit 
10) Worshipping gods 
Why is it auspicious: Pray for blessings and good fortune by visiting temples and monasteries or 
at home  
How to practice: Visit temples or monasteries, make donations, praying at home, offer tributes 
at home 
What to achieve: pray for blessings, protection, good health, wealth, safety, career or academic 
success, and job promotion.  
11) Visiting ancestor’s graves 
Why is it auspicious: Paying visit to ancestors’ graves is said to bring blessings and good fortune  
How to practice: Paying visits to graves and offer tributes 
What to achieve: Wish to have blessings from ancestors such as on health, wealth, career 
success and job promotion. 
 
Prevalence of AC 
As we analyzed earlier, the category of AC appears to be very broad, as there are 
different kinds of AC objects, AC practices and AC services, also, based on the manifestations of 
AC meanings, there are different kinds of homophonic ACs and symbolic ACs. Therefore, it is 
difficult to discuss the prevalence of AC as a whole because the prevalence of different ACs 
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might vary. Thus, the discussion of the prevalence of ACs should be based on differentiated 
ACs. During the process of the interviews, a few participants mentioned that certain kinds of 
ACs are extremely prevalent that almost everyone practices them. In the following interviews 
as well as the follow-up interviews, the questions on the prevalence of these ACs were asked, 
and the responses were confirmed by other participants.  
 
Customary AC 
Based on the responses, Customary ACs should be carved out from other kinds of ACs 
because most of the participants reached agreement that they are so prevalent that almost 
everyone in China practice them. Customary ACs are auspicious practices that are practiced by 
almost everyone. A lot of participants mentioned the term “customary AC”, and out of all 26 
participants, 18 expressed that almost everyone they could refer to practice the customary ACs 
in China. Below are quotes from participants describing how prevalent customary ACs are: 
…such as rituals for new year, mid-autumn festival and dragon-boat festival, 
there are of above 90% participation. 
 
 … the proportion of that (sticking Fu character, and preparing fish dish to 
symbolize “surplus every year” on the New Year, hanging wormwood plants on 
dragon-boat festival, placing nuts on wedding bed) is huge, those practices are 
here in every household. 
 
…to some extent 100% participation, if you include buying stuff like couplets for 
spring festivals. 
 
When hearing the term “auspicious consumption”, I’d feel the customs are 
auspicious consumption, I’d think that everyone would stick the “Fu” character 
and Spring Festival couplets, and buy the firecrackers on festivals…  
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According to the responses, customary ACs include taboo practices, festival practices, 
and important event practices. The frequent taboo practices mentioned by the participants 
include avoidance of inauspicious mantissa such as “4” as their license plates, house numbers, 
or cellphone numbers. While, the frequent mention of festival practices are pasting “Fu (good 
fortune)” character on the front door on New Year’s Eve, and pasting red couplets on the gate 
on New Year’s Eve, hanging wormwood plants on the door on Dragon Boat Festival and cooking 
fish dish to symbolize “surplus every year” (fish is homophonic to “surplus”) on New Year’s Eve.  
Whereas, the frequent mention of important events practices includes picking up auspicious 
dates for weddings, moving-in a new house and business-opening event, as well as ritual 
practices for these events. For example, placing nuts on the wedding bed to wish for fertility 
because the pronunciations of them are similar to “having children soon”. Here, the important 
events are significant life events such as weddings, moving in a new house and getting a new 
car, or business events such as opening events. Customary ACs can either be traditional 
practices or non-traditional practices that have been invented less than a century ago. The 
frequent mentions of Customary ACs are illustrated below. 
Types of Customary AC       
 Taboo practices: avoidance of inauspicious mantissa such as “4” as their license 
plates, house numbers or cellphone numbers 
 Festival practices: pasting “Fu (good fortune)” character on the front door on New 
Year’s Eve, pasting red couplets on the gate on New Year’s Eve, hanging wormwood 
plants on the door on Dragon Boat Festival 
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 Important event practices: picking auspicious dates for the wedding or business 
opening, picking auspicious number for license plate, following Fengshui rituals 
when moving in a new house. 
One differentiation needs to be made between avoiding inauspicious numbers (e.g., 
choosing 8, 6, or 5 instead of 4 as the mantissa license plate number) and picking auspicious 
consecutive numbers (e.g., license plate number 88888). Several participants pointed out that 
the tendency of practicing either of them is contingent on the consumer’s financial condition. 
As one of the examples of customary ACs, avoiding taboo mantissa license plates is desired to 
practice by almost everyone. However, participants pointed that only few people tend to pick 
consecutive numbers for these important properties such as license plate number and house 
number because they “have the financial power” to afford the scarcity of the consecutive 
numbers and “have the need to show off” through consuming them.  
Besides customary ACs, the prevalence of other ACs were not reported in a unified or 
patterned manner by the participants, which vary from 20%, 30%, 40%, 50%, to 70%. The items 
of these not-so-prevalent ACs reported as worshipping Buddha, hanging pendants in the car, 
visiting temples or monasteries before college exams to wish for good luck, burning incense, 
auspicious decorations and jewelries, Fengshui consulting,  
While some popular customary ACs are practices carried on from traditions; however, 
some other practices not necessarily traditions that have existed for a very long time but are 
traditions invented not long ago, which is usually invented for less than a century. For example, 
number “8” symbolizes “good fortune” and “4” symbolizes “death” and should be favored or 
avoid when they are associated with consumption. They can be associated with products such 
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as license plates, or abstract subject of consumption such as building levels, house numbers and 
wedding dates. Consumers must spend monetary capital, social capital, or time and efforts to 
possess the favorable number and avoid the inauspicious number. Some rituals are invented 
traditions rather than traditions that have been carried on for centuries, despite that people 
are not aware of the invention of the tradition but thought they were authentic traditions that 
have been there from the history. For example, a participant described the avoidance of the 
taboo number, though he was not aware that the taboo meanings of “4” and auspicious 
meaning of “8” did not exist until 1990s:  
I won’t select “4”, because it’s a taboo, (due to) the homophone, it just doesn’t 
feel good… definitely avoid “4” as the license plate, so does for the cellphone 
number, all of us would want to avoid it because of Chinese traditional values.  
 
 In this chapter, I categorized AC into auspicious objects, auspicious services and 
auspicious practice. And I summarized all the actual examples of AC reported by the 
participants and classified them under each category. Moreover, I discovered AC’s two ways of 
manifestations of auspicious meanings, which are homophony and symbolic. In addition, I 
distinguished the type of AC called customary AC and defined it. 
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CHAPTER 5. FINDINGS OF GROUNDED THEORY STUDY B.  
 Motivational Factors of Auspicious Consumption  
This chapter discusses the findings on the framework of beliefs and motivations for AC. 
The framework of beliefs and motivations of AC is generated from Grounded Theory based on 
the in-depth interviews conducted in China. In this chapter, I will first discuss the three different 
types of beliefs in AC magical effects, then the categories of motivations of AC and their 
subcategories, analyze the relationships between different motivations and beliefs in AC 
magical effects, and finally identify the patterns of specific types of AC related to different 
motivations and beliefs.   
The analysis of the grounded theory shows that there are five contributing factors to AC: 
consumers’ beliefs in AC magical effect, symbolic motivations, psychological motivations and 
habit.  The four motivations and their subcategories for are conceptually distinct from and 
mutually exclusive to each other. However, in reality, these motivations emerge in a mixed 
manner, which means that respondents are often motivated by more than one motivation for 
practicing AC.  For example, consumers might be motivated by both habit and conformity in 
behavior (social pressure) to hang wormwood plants on the door for dragon boat festival. See 
Figure 1. for framework of motivations of AC. Also, different consumers can be motivated by 
different reasons towards the same AC. For example, selecting a license plate that has mantissa 
8 for some car owners is for requesting magical protections, but for some other owners is for 
conforming with the norms. This finding is consistent with the findings from (Krier & Swart, 
2016) that type of trophy changes based upon meaning of actors while still remaining trophies.  
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Figure 2. Framework of motivations of AC 
 
Motivations of AC: 
 Belief in AC: ambiguous believers, believers, non-believers 
 Symbolic motivation: conspicuousness, Conformity with the majority (bandwagon), face-
maintaining conformity (propriety) 
 Psychological motivation: affectual, gaining positive feeling (cheering up), coping with 
uncertainty, spiritual sustenance 
 Habit 
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Belief in AC 
 Belief in AC refers to belief in magical or supernatural effects from AC that can bring 
favorable outcomes such as protection, blessing, good fortune, health, long life, wealth, success 
and prosperity.  Results show all the participants engaged in AC to some extent in the past 
regardless of whether their believed in general magic or magic effects from AC. Their beliefs in 
magic and AC magical effects also vary greatly.  
According to the responses, believers in AC can be divided into three groups: ambiguous 
believers, believers, and nonbelievers. Different motivations are found to be related to 
different beliefs in AC magical effects. For example, people who were motivated by positive 
feelings that were developed from AC tend not to believe in AC magical effects, while people 
who use AC to cope with uncertainty tend to believe in AC magical effects. In spite of this, 
consumers participate in AC no matter if they believe that AC has magical effects that will bring 
them auspiciousness.  
The relationships between magic beliefs, symbolic motivations, psychological 
motivation, and religious beliefs are summarized as follows. Ambiguous AC believers were 
uncertain about their beliefs on the effects of magic or AC magical effects. They tend to 
attribute their AC beliefs and behaviors to psychological factors such as avoiding regrets for not 
practicing AC earlier and coping with uncertainty. Also, they expressed that they practiced AC 
because of habits and their ambiguous beliefs in AC magical effects were influenced by their 
conformity in other people’s AC beliefs. Whereas AC believers were also influenced by the 
habits and conformity in other people’s beliefs and were driven by coping with uncertainty; 
however, all of them believed in magic and AC magical effects, and a lot of them believed in 
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Buddhism and Daoism. At last, AC nonbelievers did not believe in AC magical effects, and most 
of them did not believe in any magic, but habits and conformity in AC behavior were the factors 
contributing to their AC behaviors. Also, AC nonbelievers practice AC because of psychological 
factors that they wanted to gain positive feelings which made them feel positive after engaging 
in AC (see Table 2). 
 
Ambiguous AC Believers 
 Ambiguous believers’ attitudes towards AC supernatural power were uncertain. They 
were not sure about whether they believed in AC magical effects, however, they did not deny 
the possibility of the effects. Out of 26 respondents, eight of them fall into this category. When 
being asked Do you believe in AC magical effect?, they responded with such answers as “I hope 
it has effects”, “it’s even better if it has effects”, “I don’t know what it blesses, but gonna wear 
it (red underwear), cause you gotta follow old sayings,” and “would rather believe its 
existence.” Apart from AC magical effects, their attitudes towards magic vary, too. When being 
asked Do you believe in magic?, some respondents showed their uncertainty about it, 
describing it as “I’ve never thought about it”, “I will neither confirm it nor deny it”, “leaving it 
open”, “there are no ways to verify” or “ambiguous”. Some other respondents affirmed the 
existence of magic, “I believe what can’t be explained by science”, “I respect it”. The answers 
from the rest of the respondents are contradictory, in that they expressed they did not believe 
its existence at the beginning but showed affirmation to it later.  
  Ambiguous believers tend to be influenced from beliefs or behaviors that other people 
had or practiced. They adopted the beliefs and behaviors from norms or others because they 
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felt those were more reliable. A respondent confirmed that people lacked reliable information 
and their beliefs were ambiguous: 
People are content with superficial knowledge and don’t bother to dig deeper. 
It’s also hard to verify, so they just follow the majority of people…so many 
people think this is auspicious, then he/she also think it’s auspicious. If you ask 
him/her why, they can’t answer; they just say what everybody says.  
 
Other participants also showed that the majority and normative beliefs were more credible. 
One respondent explained the reason he believed number “4” was bad because everyone 
thought it was bad: 
Everyone thinks it’s inauspicious, so why will I get it? Others’ feelings are the 
conclusions from myriads of practices… our country’s culture is the conclusions 
formed by accumulated experiences from ancestors, why wouldn’t I believe it? 
 
Another respondent felt the same way about practicing Feng shui rituals before moving into his 
new house: 
Everybody says that picking a good (auspicious) date will have good luck and not 
bad luck. While making such decision doesn’t affect anything anyway, why not? 
 
Ambiguous believers tend to practice AC in both public and private contexts. For 
example, using an auspicious license plate can be considered as an example of consumption in 
a public context, and practicing Feng shui rituals before moving in a new house can be 
considered as consumption in a private context. An ambiguous believer stated that she always 
tried to purchase stocks at certain auspicious prices, which is also a private consumed AC. She 
did this because her supervisor believed it, as she described: 
My supervisor was a promising young man, he was a bureau-level official at that 
age. I also felt he was knowledgeable and capable, then I felt since he embraces 
[certain number were auspicious], then it must have its legitimate reasons. 
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 Ambiguous believers stressed other driven factors for AC such as psychological factors 
other than benefits from AC magical effects. For example, a respondent explained the reason 
why people believed in AC magical effects was because they did not want regrets, 
I think [AC beliefs] is mental level issues, there’s a saying called “rather believe 
its existence”, [that is] when things are not going well, many people would think 
it’s because they didn’t do (auspicious activities) or didn’t do it (avoiding taboos) 
well.  
 
Another respondent reinforced the psychological factors,  
  There is such a fluke mind, what if it is useful? If didn’t wear it (red underwear in 
zodiac year), then immediately something [bad) happened, then alas! Will regret 
that I didn’t wear red underpants… it’s just a color, I normally wear underpants 
too, and this also doesn’t cost anything. 
 
 None of the ambiguous believers believed in religions. Two of ambiguous believers 
reported they believed Feng shui as an architecture science, rather than magic (see Table 2). 
 
AC Believers 
 Believers are the respondents who believed in AC magical effects. Ten respondents 
identify themselves as AC believers, as they expressed that they believed that AC will magically 
bring them favorable outcomes. Out of the ten respondents, five claimed that they were 
Buddhists or Daoist and participated in religious activities such as chanting and morning 
recitations regularly. Some AC Believers regarded Fengshui as science, but others considered it 
as magic (see Table 2).  
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AC Nonbelievers 
 AC nonbelievers are respondents who did not believe in AC magical effects. Eight 
respondents identified themselves as AC nonbelievers, as they expressed that they did not 
believe that AC will magically bring them favorable outcomes. Some of them accepted the 
existence of magic but denied the magic derived from AC. Two of them practiced Feng shui but 
regarded Feng shui as science instead of magic. None of them identified themselves as religious 
or regularly participated in religious practices. There was only female who claimed that she 
believed in Karma (a doctrine from Buddhism or Daoism that good intent or good deeds will 
lead to a good future) rather than AC magical effects. 
 
Authentic Buddhist and/or Daoist 
“Authentic” is used to distinguish individuals who regularly practiced religious activities 
from those who simply claim themselves Buddhists or Daoists but did not participate in 
religious practices regularly. C. K. Yang (1961) explains that diffused religions do not exclude 
each other, and it is often not distinguishable that whether a religious venue is Daoist, Buddhist 
or Confucian.  Qu (1997:4) also found that in Taiwan, there were almost half of the population 
claim to be Buddhists, but those who participated Buddhist practices regularly such as 
practicing abstinence from meat, chanting and attending assembly were only 6%.  Therefore, 
such distinction is made so that to find out the relationships between beliefs in folk religion and 
institutional religions. 
 
 
 
    
105 
 
 
 
Belief in Fengshui  
 It should be noted that there were fourteen respondents who reported they practiced 
Feng shui. Two of nonbelievers, 3 of ambiguous believers and 3 of believers regarded Feng shui 
as the “science of architecture” which “makes the surrounding environment comfortable to 
live”, rather than believing in its magical influences on the residents. There were no patterns 
between Beliefs in Feng shui and beliefs in AC magical effects. For ambiguous believers and 
believers, some of them regarded it as science, some of them considered it as magic, and some 
others thought it was both science and supernatural power. (See Table 2).  
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Table 2.  AC beliefs, religiosity, motivations and psychological factor 
    
 
 Practiced Magic  AC magical 
effects 
Authentic 
Buddhist 
Authentic 
Daoist 
Conspicuous Conformity 
in belief 
Conformity 
in behavior 
Habitual  Cope with 
uncertainty 
Cheering up  
Ambiguous believers  
1. Yes Not sure Not sure    Yes  Yes Yes Yes 
2. Yes Not sure Not sure    Yes  Yes Yes  
3. Yes Not sure Not sure    Yes     
4. Yes Not sure Not sure    yes  Yes Yes  
5.  Yes Not sure Not sure    Yes   Yes Yes   
6. Yes Not sure Not sure       Yes Yes 
7. Yes Yes  Not sure         
8. Yes Yes Not sure    Yes Yes Yes Yes  
Believers 
9. Yes Yes Yes   Yes Yes  Yes Yes  
10.  Yes Yes Yes Yes Yes    Yes Yes Yes 
11.  Yes Yes Yes  Yes    Yes Yes  
12.  Yes Yes Yes       Yes Yes 
13. Yes Yes Yes    Yes  Yes Yes  
14. Yes Yes Yes   Yes Yes   Yes  
15. Yes Yes Yes Yes Yes       
16. Yes Yes Yes Yes     Yes   
17. Yes Yes Yes    Yes  Yes Yes Yes 
18. Yes Yes Yes  Yes   Yes   Yes  Yes 
Nonbelievers  
19. Yes Yes No        Yes 
20.  Yes Yes No    Yes  Yes  Yes 
21.  Yes No No   Yes  Yes Yes  Yes 
22.  Yes No No     Yes   Yes 
23.  Yes No No      Yes  Yes 
24.  Yes No No   Yes, culture     Yes 
25. Yes No No     Yes   Yes 
26.  Yes No No     Yes   Yes 
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Symbolic motivation 
 Symbolic motivation refers to the motivation to meet the need for signaling social 
attributes such as economic condition, social status, group affiliation and self-identity through 
AC. Symbolic motivation is distinguished from other motivations because it refers to the social 
value of the auspicious products instead of functional value or the auspicious value that can 
render the desired auspicious outcome. Symbolic motivation includes conspicuous motivation 
and conformity. The kinds of AC that are driven by symbolic motivations tend to be consumed 
in public context.  
 
Conspicuous motivation 
 Conspicuous AC motivation refers to the desire to signal wealth, status, tastes or self-
identity to others. Respondents described conspicuous AC as “symbol of status”, “feeling 
superior than others if using it”, “not necessities”, and “like something attaching to your body, 
like a good label, like calling a good name”. The reasons for consuming them include “all for 
showing it to others”, “display to others”, “meet the needs for pursuing ‘face’ and vanity”, 
“others will feel someone is decent and extraordinary”, and “show the value, taste and financial 
strength of the business”. 
 The specific examples of AC used for conspicuous reasons reported by the participants 
are conspicuous auspicious objects (e.g., using consecutive auspicious numbers license plates 
such as “8888” or “9999”, wearing expensive auspicious accessories, placing expensive 
auspicious ornaments in the lobby), conspicuous auspicious services (e.g., requesting high-
profile funeral services) and conspicuous auspicious practices (e.g., arranging lavish ceremonies 
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for celebrations such as weddings). Besides the conspicuous AC that are expensive and publicly 
consumed, none of the respondents mentioned the kind of AC that are consumed 
unobtrusively or privately such as worshipping Buddha or Bodhisattva, Feng shui counselling or 
numerology counselling. All of these consumptions are consumed ostentatiously in public 
contexts. Also, conspicuous auspicious consumptions are very costly and often requires a high 
level of social resources.  
 To illustrate that conspicuous AC are the kinds of AC that can be consumed 
ostentatiously in public contexts, one respondent described how a new-rich showed off his 
wealth by setting up a lot of firecrackers for his wedding ceremony in his yard: 
 People who spend a lot on firecrackers are usually new rich here, once the 
firecracker started, it lasted for at least half an hour. There is a new rich in my 
hometown who bought 10,000 RMB (1500 USD) firecrackers for his wedding, 
their family income is millions though haha… everyone could tell that the sound 
was from their yard, they are doing this to show their financial power. 
 
Another respondent described how his peers competed with each other on showing their 
expensive jade accessories when they got together:  
We compare with each other, today I’m wearing a 50,000-yuan (7,500 USD) pendant, 
next time when we have dinner together, they’d wear some over a hundred thousand 
(>15,000 USD) pendant…everyone is comparing… it’s also the symbol of status. 
 
Secondly, the kind of AC for conspicuous goals that are high-priced or scarce requires 
higher level of monetary capital and social capital (e.g., interpersonal network) to obtain, 
therefore, consuming them must indicate financial power or higher social status. For example, 
license plates or cellphone numbers that end with auspicious number “8” or “9” are limited 
resources, let alone the ones with consecutive auspicious numbers in each province. One has to 
either purchase it at a high price from a scalper, at an auction or use the personal network to 
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obtain it. Also, auspicious jade products and Buddhist prayer beads that are made of precious 
materials are costly. Therefore, owning these products and participating in these practices 
symbolize wealth and status.  A respondent from central China described how auspicious 
license plates symbolize wealth and status:  
Consecutive numbers symbolize the status… so if the plate has five “9s”, this plate 
probably costs more than the car. Many rich and high-profile people use such numbers 
for their private cars… 
  
Another respondent from southeast supported it:  
  
If you could pick [auspicious license plates], that is a kind of resource, limited 
resource, but you are still able to obtain it or fight for it, it shows that you are 
able to spend effort on it. Sometimes it represents your social status, doesn’t it? 
 
 Thirdly, not only individuals but businesses are also motivated by showing their cultural 
and financial strength, in order to gain trust from potential business partners. A jade product 
designer explained why businesses place expensive jade ornaments in their lobbies to impress 
visitors:  
 Jade ornaments (with auspicious themes) that can be hung on the wall of a 
company must not be small, costs at least 200,000 yuan (30,000 USD). It 
symbolizes “He who has wealth speaks louder than others", and if 200,000 yuan 
is hanging by the door, you can tell this company’s financial strength is fine, and 
it also shows the value and culture of the company…if some company just rent a 
place here, they probably won’t be able to hang these, and if you invest today, 
you don’t know if it will run away tomorrow. 
 
 Lastly, results show that conspicuous consumers’ beliefs in AC vary, which means that 
conspicuous AC consumers do not have to believe that AC will actually bring them 
auspiciousness. For example, no respondent expressed that they expected auspicious license 
plates to bring them good outcomes, but they consume them for motivations such as 
conspicuous, conformity, affectual and psychological reasons which will be discussed later.  
 
   
110 
 
 
 
 
Conformity with the majority (Bandwagon) 
 Conformity refers to the need of matching normative behaviors. Conformity with the 
majority or bandwagon refers to the desire to be harmonious with the majority of people, or it 
is due to social pressure that came from others. They felt they had to show to others they 
conformed to normative AC behaviors so that they could fit in. Participants expressed that 
“following the majority is accepted by society” “others will think you are weird if you don’t 
practice these”, “every household stick Spring Festival couplets, only your house (door) is 
shinning white (abnormal)… humans are social animals “. The types of AC which were 
motivated by conformity with the majority are only being practiced publicly. For example, an 
AC nonbeliever explained that he had to set off firecrackers in his son’s wedding due to the 
social pressure: 
 There’s no excuse that you don’t set it (firecrackers in the wedding). The other 
side (i.e., in-laws) won’t approve it if I don’t want to set it, also others will scoff 
at you… because you live in such environment, others will gossip why this family 
doesn’t set firecrackers. 
 
  The kind of AC respondents practiced for this motivation was customary ACs such as 
festival auspicious practices (e.g., decorating houses with objects that have auspicious 
connotations) and funeral and wedding rituals (e.g., avoiding inauspicious dates for weddings, 
setting firecrackers for the wedding).  
 
Face-maintaining conformity (Propriety) 
Face-maintaining conformity refers to the need to maintain “face” by consuming what 
others think one should consume according to one’s position in society. Although both face-
maintaining motivation and conspicuous motivation are for signaling identities to viewers, the 
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difference is that face-maintaining AC is not for showing off but is for showing that they live up 
to their status.  
Face-maintaining motivation emphasizes one’s propriety based on one’s status, and this 
is different from conformity with the majority which emphasizes solely on compliance to the 
majority.  Respondents of this type felt they must have the correctness of AC behaviors that are 
proper for their status, otherwise they will lose face, thereby losing respect from others. For 
example, participants felt that “others would look down on me”, “others would laugh at me”, 
“they would think you are too poor” if they did not follow the majority and practice AC. 
The types of AC for face-maintaining motivation are customary AC and were consumed 
in public context (e.g., choosing auspicious license plates, picking auspicious date for wedding, 
placing nuts on wedding bed to wish for fertility, etc). Several respondents explained that they 
will be able to maintain face by having “8” as their license plates’ number because it had 
society’s approval. A respondent described: 
 …the society and others approve it, “8” is “getting wealthy”, which seems quite 
good, and seems to have a bit of “face”, a little bit of “face”, (hehe). 
 
Another private business owner felt the social pressure in that it was expected of her to get an 
auspicious number for matching her status:  
 I bought a good car, costs 1000,000 yuan (150,000 USD), and if I get a bad 
(inauspicious) number, then others would laugh at me like “boss, why don’t you 
get an auspicious number on such a good car?” It seems that they think you 
must be worthless, “why can’t you get a good number for such a good car?! “ 
 
 Respondents also expressed that they were willing to devote money and effort to avoid 
inauspicious number “4” because it symbolizes lower income and they did not want to lose 
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face. A respondent analyzed why viewers would look down upon him if he got a number “4” 
license plate: 
 Firstly, others would think “what kind of person you are that you don’t even 
understand this (“4” is “death”), secondly, they would think you are too poor 
because it just costs a little bit of money to pick a better plate.  
 
 Both AC believers and nonbelievers engage in face-maintaining motivation because it is 
the social pressure that made them consume, rather than hoping to gain auspiciousness. A 
respondent who did not believe in AC explained he must pick an auspicious date for a wedding 
to meet others’ expectations: 
 …picking up good dates for weddings is for fulfilling expectations from the 
majority of citizens, because they will think why you didn’t invite them on this 
(auspicious) date, and why you didn’t put the effort in while obviously you could 
pick it, then they would feel unhappy. 
 
   
Psychological motivation 
 Psychological motivation refers to the desire to meet mental or emotional needs 
through AC. For example, using AC to gain sensory enjoyment and emotional comfort, to cope 
with anxiety caused by uncertainty, or to gain positive feelings. Psychological motivation 
includes affect, cope with uncertainty, gain positive feelings and spiritual sustenance. Different 
from symbolic motivation, psychological motivation emphasizes the personal or private 
influences.   
 
Affect 
 Affectual motivation refers to emotional reactions resulting from AC. Affectual 
motivation is found in most respondents which include both believers and nonbelievers of AC 
 
   
113 
 
 
 
 
magical effects.  These respondents expressed that AC gave them positive feelings such as 
“comfortable”, “pleasant”, “pleased”, “joyful”, “confidence”, “auspicious”, “blessed” and 
“festive”. While they also stated that inauspicious consumption made them feel “inauspicious”, 
“cursed”, “hated”, “dark”, “uncomfortable”. For example, a respondent who did not believe in 
AC magical effects explained why she put a wealth-summon tree in her home: 
 …since I was going to buy some plants anyway, I’d buy something meaningful, 
something that has good meanings such as wealth-summon tree, especially 
when you see it’s growing well, it gave you a good mood, a feeling of confidence.  
 
Another respondent who did not believe in AC magical effects explained why he pasted “Fu 
(good fortune)” character on the door: 
 This one is folklore, which is normally practiced by everyone to create the 
happiness and atmosphere, like Chinese people like red color, because it’s 
[symbolizes] bustling and prosperous. 
 
 The kinds of AC respondents mentioned for affectual motivation are mostly conventions 
which connotate auspiciousness. For example, using number “8” and “6”, pasting “Fu (good 
fortune)” character on front door on New Year’s Eve, wearing new clothes on New Year, setting 
off firecrackers, and wearing bat statue pendants, all of which symbolize deterrence of calamity 
and auspiciousness.   
 One might ask why people have positive emotional reactions towards AC. Some 
respondents explained that it is because these auspicious objects or practices ingrained positive 
impressions in their mind subconsciously. A respondent tried to analyze her positive emotions 
towards AC:  
 I think this (positive reaction) is in the subconscious (level), it was there since you 
were little and it’s also due to the environment and culture around you, which is 
that everyone approves this (auspicious) number. 
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Another atheistic respondent who did not believe AC magical effects explained why he tended 
to avoid inauspicious numbers, which is not related with auspiciousness: 
 It (number “14”) doesn’t sound good, it’s (because of) that homophony (to 
“going to die”) …there’s no actual impact of having these numbers, and I’m not 
afraid of any. Because I’m atheist, I don’t believe in such... “Doesn’t sound good” 
means doesn’t sound comfortable — it’s like “going to die…going to die”.  
 
 Respondents not only cared about pleasant feelings for themselves, but also cared 
about whether it created positive feelings for viewers. A nonbeliever expressed that he would 
avoid putting decorations that he felt to have bad connotations in his office because “not only 
for myself, but visitors would feel uncomfortable by seeing it”. Another nonbeliever also 
described the same reason why he switched an inauspicious license number to an auspicious 
one:  
 It (auspicious license number) is like you see something very pretty and your 
eyes light up, and you feel pleasant, another reason is it is also accepted by 
society that it’s pleasant… because it’s accepted by the majority of people.   
 
 The question raised here is whether these positive emotions towards AC are the root 
motivation, or are they secondary emotions caused by other hidden factors, such as being 
socially constructed or to relieve of anxieties caused by uncertainty. For example, a respondent 
felt happy to buy a scarf that had her Buddhist teacher’s painting on it. Her happiness was 
derived from the feeling of being blessed by her teacher. Another respondent felt pleasant to 
own auspicious license plates, but later he analyzed that it was because such plate numbers 
were accepted by society. It is difficult to distinguish whether affectual motivation is the root 
motivation, but respondents did express that consuming these made them feel happy.  
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Gaining positive feeling (Cheering up) 
 Many respondents were aware of the affectual effects from AC as discussed in the 
section above, and some of them consciously or subconsciously used AC as a strategy to make 
themselves feel positive or boost morale. This strategy is called gaining positive feeling. 
 Just like people like to tell themselves “it’s gonna be fine” or “you can do it” when they 
are going to face some challenges in life. The goal of practicing this is to make themselves 
believe that things will be okay, and this belief gives them confidence, makes them feel positive 
and motivated to achieve their goals. Similarly, consumers practice AC because the 
connotations from AC such as homophonic connotation (e.g, number “8” to “prosperous”, 
“bat” to “blessing”) and symbolic connotation (e.g., longevity grass symbolizes longevity, 
dragon dance performance for business-opening ceremonies symbolizes “a good business and 
accident-free year”) suggest a good future so that it will make them feel positive, too. For 
example, a nonbeliever explained her feelings about auspicious numbers:  
 It feels comfortable, also you feel this number is very auspicious, it sounds 
smoothly (things go smoothly), which makes you feel pleasant, it influences your 
mood, and increases your confidence. 
 
Another AC believer also explained the same positive emotional effects from AC: 
 Pasting Spring Festival Couplets and setting off firecrackers on New Year’s Eve 
bring people long-term comfort, if someone has a bad mentality, his or her 
whole year must not go well… same reason for hanging the wormwood plants on 
the festival or burning incense and worshipping Buddha when you have troubles.  
 On the contrary, people avoid taboo practices on important festivals and events to 
refrain from making people unhappy. A respondent described:  
 On New Year’s Day, people like to hear good things, so you have to say good 
things or you’d rather not say anything because anything you say will be true for 
the whole year.   
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 Just as affectual motivation was not moderated by AC beliefs, respondents who used AC 
to gain positive feelings were both AC believers and nonbelievers as well.  
 
Cope with uncertainty  
 Respondents reported that they practiced AC when they faced uncertainties. Gaining 
positive feeling is for boosting morale and feeling positive, but coping with uncertainty is for 
dealing with the psychological strain that comes from a loss of sense of control for situations.  
 According to the respondents, the situations in life that people felt beyond their control 
include “business was not going well”, “was having bad luck”, “daughter was leaving for study 
abroad” and fishing business “before entering the sea”.  All of these situations involve 
uncertainties: “business” itself involves higher levels of risks and unpredictable factors; “bad 
luck” is a subjective feeling that is beyond control; mother felt she would no longer be able to 
care for her daughter when she was going abroad; and fishing businesses are known to be a 
high-risk profession that involves a lot of unpredictable factors. When facing these 
uncertainties, the strategies respondents adopted for each of them were requesting Feng shui 
expert to change the office setting to remove the negative influences, buying a “luck-turning 
bead” to turn away from the bad luck, the mother gave the daughter a consecrated Buddha 
statue pendant before she left, and the fishing business owner requesting a dragon dance ritual 
to prevent accidents before leaving for the sea.  
 When people experience these uncertainties, they feared (e.g., “being afraid”, “having 
doubts”, “having a knot in your stomach”, “feeling unsteady”) about what was going to happen. 
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A respondent interpreted the reason why corrupted government officials in his area cared 
about visiting ancestors’ graves (which is said to bless the officialdom): 
I feel it’s because they have too much guilt in their minds, and this (visiting 
ancestor’s graves) is like a mental comfort. They know that officialdom involves 
high risks, and now Chinese government is so hard on anti-corruption, these 
officials must more or less have these problems.  
 
Based on his words, corrupted officials were worried and anxious about uncertainties whether 
their malpractices would be discovered, especially when the strict anti-corruption actions were 
launched.  
 Respondents also expressed that practicing AC helped them gain sense of control over 
the situation. A respondent who was ambiguous towards AC magical effect explained why he 
practiced certain rituals including picking an auspicious date before moving in his new house: 
I’m afraid bad date will bring bad influences… I don’t know what bad influences, 
it’s psychological effects. If you didn’t take care of this date, what if something 
bad will happen in the house, you will feel it’s due to the bad moving-in date. 
 
He picked up an auspicious date because he felt it would have an impact on what will happen in 
the future, hence, he felt he had some sense of control over it. Another private business owner 
had the same mentality. When asked “do you believe number ‘8’ license plate will bring you 
good luck?”, she explained:  
How to say that, getting auspicious things makes you happy at least, if my 
business is not going well, at least I won’t blame it on this (getting a bad 
number). Actually, it’s fine if you don’t think about it, but it’s such psychology.   
 All of these cases show that consumers proactively use AC to gain a sense of control 
when they were worried about the possibility of potentially bad outcomes in the future. 
Respondents who used AC to cope with uncertainty were AC believers or ambiguous believers; 
however, no nonbelievers reported using AC for such purpose.   
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Spiritual sustenance   
 Spiritual sustenance is the need to be spiritually sustained and supported. There were 
eleven participants mentioned a common term “spiritual sustenance” as the reason for 
practicing AC. They explained that it is due to the “spiritual sustenance”, “for the sake of good 
wishes”, “yearning for a beautiful life”, “vision of a better life” for them to practice AC. Below 
are some quotes from the participants:  
(Question: Do you believe in magic?) Ambiguously… Chinese people do not 
believe in magic basically, this is just Chinese people’s mentality, they wish to 
believe, and this is because of spiritual sustenance… Chinese people don’t have 
religion nor beliefs, but they hope to have one. In general, I’m an atheist but 
subconsciously and ambiguously AC is like a spiritual sustenance, cause it feels 
better hanging the lantern there, and majority of Chinese would have the same 
mentality as mine. 
 
… (it is) because of some hope and good wishes I buy them.  
 
…auspicious objects are any objects except necessities that sustain and support 
you spiritually.  
 
A Feng shui expert also explains: 
People always live for the hope, using auspicious numbers to pursue smooth 
sailing and success, and this brings them a wonderful vision, hope and 
implication aspiration. 
 
 
Habit 
 As some of the participants retrospect, some AC decisions were not necessarily being 
processed in consumers’ thinking, these behaviors were instead driven by habits that are 
ingrained in the participants’ mind. This type of subconscious and habitual acts is driven by 
habitual motivation. Participants of habitual motivation simply imitate behaviors from other 
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people. Respondents described the reasons for AC as being due to “traditions”, “customs” and 
“habits”, and their behaviors being “natural” and “subconscious”.  For example, a respondent 
recalled her reasons for attending ancestor worship rituals when she was young:  
There were activities in the countryside like worshipping ancestors in the past, 
gotta attend it whether believe it or not, it didn’t discuss whether you agree or 
not…when it comes, you went naturally. Didn’t think it was superstition, it’s just 
a subconscious state.  
 
Another respondent tried to analyze why she thought auspicious numbers were good to have: 
…it’s just that these (beliefs in AC) have been rooted in your bones when you 
were little, you feel from your heart that these are good things… such feeling is 
not formed because others said something not long ago, it’s rather that these 
are inherent in everyone’s mind.  
 
   According to the responses, the types of ACs that are driven by habitual motivation are 
mostly traditional AC practices, which had existed for at least more than a generation. For 
example, respondents mentioned traditions such as paying visits to ancestors’ graves, setting 
firecrackers on traditional festivals, wearing red clothes on New Year’s Day, and pasting the “Fu 
(good fortune)” character on one’s own front door on New Year’s Eve. 
This chapter analyzed motivational factors of AC, which are symbolic factors, 
psychological factors and habits. Under each type of these three categories, there are 
subcategories. All of these subcategories explain different reasons of what drive Chinese 
consumers to engage in AC. 
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CHAPTER 6. FINDINGS OF SECONDARY DATA QUANTITATIVE STUDY  
Statistical Analysis and Results 
 The R Version i386 3.5.1 was used for the statistical analysis on the secondary data CGSS 
(2010). Descriptive statistics including frequencies for AC participation and belief in magic, and 
frequency distribution analysis for participation in AC across different demographic factors: age, 
gender, income, education, health condition and marital status. Correlation analysis was 
performed to test the relationships between variables. Confirmatory factor analysis (CFA) and 
Structural Equation Modelling (SEM) analysis were applied for testing the five contributing 
factors that were generated from the grounded theory study for AC participation, which are 
belief in magic, conspicuousness, conformity, motivation of gaining positive feeling and 
motivation of coping with uncertainty. Below I will describe the selection of scales and coding 
strategies for the variables, as well as procedures of the analyses for each hypothesis.  
 
H1: There is no relationship between belief in magic and customary AC.  
In H1, independent variable is “belief in magic” and dependent variable is “participation 
in customary AC”. In CGSS (2010), there are no single direct measure for “belief in magic”, 
however, there are seven items in the questionnaire that I consider best represent “belief in 
magic”. See Table 3 for selected scales for all the variables. The four items that represent 
dependent variable “participation in customary AC” were combined as one single binary 
variable for analysis. Any participant selected one or more items was coded as “1”, else was 
coded as “0”, and responses for -3 = refuse to answer were removed from the data. While 
“belief in magic” was measured by the question “Do you believe the following things?” The 
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answer of this question is consisted of seven items: next life, heaven. hell, religious miracles, 
reincarnation, nirvana, and supernatural power from ancestry (See Table 3.). Each of them was 
coded as categorical variable. The responses were coded as: 1 = completely believe, 2 = believe, 
3 = neither believe nor disbelieve, 4 = disbelieve. There are four responses in total and there is 
no response called “completely disbelieve” in the questionnaire. 
Any participants who selected any of the following responses were considered invalid 
responses and were removed from the data: -3 = refuse to answer, -2 = don’t know, 8 = cannot 
decide, 0 = no response. See Table 4. for coding strategy of all the variables.   
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Table 3. Selection of scales 
Independent Variables 
Belief in magic 
N18. Do you believe the following things?  
 N181.Next life, N182.heaven, N183.hell, N184.religious miracles, N185.reincarnation, N186.nirvana, 
N187.supernatural power from ancestry 
Belief in Buddhism/Daoism 
A5. What is your religious belief? 
 A5.11 Buddhism, A5.12 Taoism 
Belief in folk religion 
 A5.13 Folk religion (Worship Mazu, God of wealth etc.) 
Conspicuousness 
 D1. 2 Things we bought should be very practical, the brand is not important. 
 D1. 4 Daily meals can be simple, but have to be particular about wearing. 
 D1. 6 Wearing branded names makes me look good. 
Conformity 
 D1. 3. I should have the brand if people around me have it. 
Gaining positive feeling tendency 
N34. Do you agree that religions have the following benefits?   
 N34.1 To find inner peace and happiness. 
 N34.3 Be comforted when you are sad or in difficulties. 
Cope with uncertainty tendency 
 N16. 5 When I have doubts, I feel I believe in God. 
Dependent Variables 
Customary AC 
N37. Have you done these things in past 12 months?   
 N3705 Choosing lucky dates for wedding. 
 N3706 Sticking talisman, or Door Deities figures, or hanging wormwood plant on door. 
 N3708 Setting firecrackers to expel evil. 
 N3710 Hanging Buddha’s image or Chairman Mao’s portrait in cars to assure peace. 
Non-customary AC 
N36. Have you done these things in past 12 months? 
 N362 fengshui  
 N3701 wearing red waist belt or red thread in “your zodiac year” 
 N3702 wearing red clothes to expel evil spirits 
 N3703 hanging mirror on door or window to expel evil spirits 
 N3704 Giving birth to child in auspicious years 
 N3707 putting household protection objects at home, like sword, Golden Toad, and peach tree blanches, 
etc. 
 N3709 wearing auspicious objects like crystal, jade or gold  
All of AC  
 Customary AC items + Non-customary AC items 
Belief in magic  
 Refer to “Belief in magic” scales in independent variables 
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Table 4.  Description of Coding for all Variables 
Variable Name  Coding 
Independent Variables  
Belief in magic Categorical variable coded as: 1= completely believe, 2= believe, 3= neither believe nor disbelieve, 4= 
disbelieve; Following responses are removed from the data: -3= refuse to answer, -2= don’t know, 8= 
cannot decide, 0= no response 
Belief in Buddhism/Daoism Converted it into binary variable, where 1= selection of “belief in Buddhism” or “belief in Daoism”, and 
every other response is coded as 0. 
Belief in folk religion To create the variable for “folk religion” we covert it into binary variable, where response 1 = selection of 
“belief in folk religion”, and every other response is coded as 0. 
Conspicuousness Nominal variable coded as 1=Strongly Disagree, 5=Strongly Agree 
Conformity Same as “conspicuousness” 
Gaining positive feeling tendency Same as “conspicuousness” 
Use AC to cope with uncertainty  Binary variable coded as 1= selection of this item, 0= any other selections  
Dependent Variables  
Participation in Customary AC Binary (/nominal) variable coded as: 1 = Yes, 0 = No (responses for -3 = refuse to answer are removed from 
the data) 
Participation in Non-customary AC Binary variable coded as: 1 = Yes, 0 = No (responses for -3 = refuse to answer are removed from the data) 
Participation in all of AC Binary variable coded as: 1 = Yes, 0 = No (responses for -3 = refuse to answer are removed from the data) 
Belief in magic Categorical variable coded as: 1 = completely believe, 2 = believe, 3 = neither believe nor disbelieve, 4 = 
disbelieve. Following responses are removed from the data: -3 = refuse to answer, -2 = don’t know, 8 = 
cannot decide, 0 = no response 
Demographic Variables  
Age Categorical variable coded as years born: 1900, 1910, …2010 
Gender Binary variable coded as 1 = male, 2 = female 
Education Categorical variable coded as 1 = no formal education, …13 = graduate and higher 
Personal income (annual) Categorical variable coded as 1 = 0-1000, 2 = 1000-3000, 3 = 3000-5000, 4 = 5000-10000, 5 = 10000-15000, 
6 = 15000-25000, 7 = 25000-50000, 8 = 50000-100000, 9 = 100000-300000, 10 = 300000-1500000, 11 = 
15000000 and above. These are codes which have been reassigned to make the distribution fairly balanced  
Health condition  Categorical variable coded as 1 = very unhealthy, 2 = unhealthy, 3 = normal, 4 = healthy, 5 = very healthy 
Marital status Categorical variable coded as 1 = not married, 2 = cohabit, 3 = married, 4 = separated but not divorced, 5 = 
divorced, 6 = widowed 
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After removing invalid responses, the data becomes nominal. Nominal data allows us to 
use Spearman’s Rho estimate to check the correlations between each of the seven independent 
variables and dependent variable. Spearman’s correlation is suitable for variables that are 
ordinal, monotonic  
The intention of testing seven beliefs in magic individually was to find out whether 
religious magical beliefs and non-religious magical beliefs have different effects on AC. 
Results of Spearman’s Rho show that the rho estimates for all seven correlations 
between seven variables of belief in magic and combined single participation in customary AC 
are lower than 0.1, and all the p-values were greatly less than 0.05. Therefore, we are highly 
confident that there is no correlation between participation in customary AC and beliefs in any 
of the following: afterlife, heaven, hell, religious miracle, reincarnation, nirvana and 
supernatural power of ancestors. See Table 5. for rho estimates for the seven correlations.  
 
Table 5. Spearman's rank correlations for belief in magic (7 items) and single measure of 
participation in customary AC 
Variable 
Belief in magic 
Rho p-value 
1. afterlife -0.08384462* 5.326e-06 
2. heaven  -0.02450562 0.1841 
3. hell -0.03205142* 0.08233 
4. Religious miracle -0.03357984* 0.06873 
5. Reincarnation -0.05752732* 0.001809 
6. Nirvana -0.06673761* 0.000294 
7. Supernatural power of ancestor -0.08146607* 9.781e-06 
Combined belief in magic 0.07936682 1.65e-05 
 
Besides measuring correlations between the dependent variable and seven individual 
variables, I also combined the seven independent variables into one single variable and tested 
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its correlation with dependent variable. Since the data for “belief in magic” were uniform 
nominal data, so they can be used as numerical data for the combining using Confirmatory 
Factor Analysis (CFA). Seven items of “belief in magic” were then combined into one latent 
variable (i.e., belief in magic). The results of CFA are shown in Table 6. The CFA estimates 
indicate how well each item at representing the single latent variable that measures belief in 
magic. 
 
Table 6.1 Standard Parameter Estimates from CFA for belief in magic for combined customary 
AC. 
 
Variables Estimate Std.Err z-value P-value 
Belief in magic     
N181 Next life 1.000    
N182 heaven  1.173 0.021 56.958 0.000 
N183 hell 1.165 0.020 57.155 0.000 
N184 religious miracle 0.880 0.019 46.579 0.000 
N185 reincarnation 0.881 0.019 46.571 0.000 
N186 nirvana 0.739 0.016 44.814 0.000 
N187 supernatural power from ancestry 0.740 0.022 33.410 0.000 
 
Table 6.2 Standard Parameter Estimates from CFA for belief in magic for combined non-
customary AC. 
 
Variables Estimate Std.Err z-value P-value 
Belief in magic     
N181 Next life  1.000      
N182 heaven   1.172   0.021 56.958 0.000 
N183 hell  1.164   0.020 57.155 0.000 
N184 religious miracle  0.880   0.019 46.579 0.000 
N185 reincarnation  0.882   0.019 46.571 0.000 
N186 nirvana  0.739   0.016 44.814 0.000 
N187 supernatural power from ancestry  0.741   0.022 33.410 0.000 
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Table 6.3. Standard Parameter Estimates from CFA of belief in magic for combined all AC. 
Variables Estimate Std.Err z-value P-value 
Belief in magic     
N181 Next life   1.000      
N182 heaven    1.172   0.021 56.916  0.000 
N183 hell   1.164   0.020 57.114  0.000 
N184 religious miracle   0.880   0.019 46.578  0.000 
N185 reincarnation   0.882   0.019 46.594  0.000 
N186 nirvana   0.739   0.016 44.962  0.000 
N187 supernatural power from ancestry   0.741   0.022 33.468  0.000 
 
After CFA analysis, Spearman’s Rho was tested between the combined measure of belief 
in magic and combined participation in customary AC. The results show that r= -0.07936682, 
which is similar to the correlation before combining. See Table 7. The p-value = 1.65e-05, which 
was greatly less than 0.05. Therefore, we are highly confident that there is no relationship 
between belief in magic and participation in customary AC. Thus, H1 is supported.  
Moreover, to further explore the correlations, I also tested the Spearman’s rho between 
combined belief in magic and combined non-customary AC, as well as combined belief in magic 
and combined all AC. Both the CFA estimates of the factor loading showed how well the original 
seven items represent the single combined belief in magic. The rho for combined non-
customary AC and combined all AC are -0.1324644 and -0.1088565 respectively. The rho for 
combined all AC is in between, which is -0.1088565. The p-values were all less than 0.05. See 
Table 7. Thus, we can confidently conclude that belief in magic is not related to participation in 
customary AC, however, it is slightly related to non-customary AC. Since the scales for belief in 
magic is coded inversely, so the negative rho value indicates a positive relationship. Therefore, 
the results indicate that the stronger the belief in magic, the more likely to participation in non-
customary AC. The correlation between belief in magic and general AC participation was not as 
 
   
127 
 
 
 
 
strong as it is with participation in non-customary AC but was stronger than participation in 
customary AC. 
 
Table 7. Spearman's rank correlations for combined belief in magic and combined AC 
participation 
Variable Rho p-value 
Combined Customary AC -0.07936682*  1.65e-05 
Combined Non-customary AC -0.1324644*  5.855e-13 
Combined all AC -0.1088565*  3.392e-09 
 
 
H2: The stronger the belief in Buddhism or/and Daoism, the more likely to engage in AC. 
In H2, independent variable is belief in Buddhism or/and Daoism, and dependent 
variable is participation in AC. Belief in Buddhism or/and Daoism were measured by two items 
under the question “What is your religious belief?” (See Table 3). To create the variable for 
“belief in Buddhism or /and Daoism”, we converted it into binary variable, where selections of 
either “belief in Buddhism” or “belief in Daoism” or both were coded as “1”, and any other 
responses were coded as “0”. While participation in AC, it is a binary variable that was coded 
the same way as it is in H1. I tested both individual items and combined items for participation 
in AC. Combined items were coded the same way as it is in H1, which is a binary variable that 
any selection one item or more items were coded as “1”, else was coded as “0”.  
Spearman’s Rho was applied for testing the correlations between the single measure of 
belief in Buddhism and/or Daoism and both individual and combined items of participation in 
AC. Results show that the rho estimates of combined customary AC, combined non-customary 
AC and combined all AC are 0.08209126*, 0.09722142* and 0.08712963* respectively. The p-
values of them are far less than 0.05. These indicate that belief in Buddhism/Daoism is slightly 
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positively related to participation in customary AC, non-customary AC and all of AC, and there is 
no apparent differences in these relationships. 
There are three specific AC item had the strongest rho estimates. They are “giving birth 
to child in auspicious years”, “putting household protection objects at home, like sword, Golden 
Toad, and peach tree blanches, etc”, and “sticking talisman, or Door Deities figures, or hanging 
wormwood plant on door”. The rho of them are 0.1255512*, 0.1199222*, and 0.101785* 
respectively. See Table 8. Their p-values are less than 0.05. These indicates that beliefs in 
Buddhism and/or Daoism most likely to practice these three AC activities.  
Hence, we can conclude that there was no relationship between the belief in Buddhism 
and/or Daoism and AC participation. Therefore, H2 was rejected. Also, there is no difference in 
the relationships between customary AC and non-customary AC.  
Table 8. Spearman's rank correlations of single measure of belief in Buddhism and/or Daoism 
and AC participation 
Variable Rho p-value 
Customary AC 
N3705 Choosing lucky dates for wedding. 0.008871574  0.5652 
N3706 Sticking talisman, or Door Deities figures, or hanging wormwood 
plant on door. 
0.101785*  3.701e-11 
N3708 Setting firecrackers to expel evil. 0.0496638*  0.001275 
N3710 Hanging Buddha’s image or Chairman Mao’s portrait in cars to 
assure peace. 
0.04238946*  0.005974 
Combined Customary AC 0.08209126*  9.783e-08 
Non-customary AC 
N362 fengshui  0.05575377*  0.0003014 
N3701 wearing red waist belt or red thread in “your zodiac year” 0.06187914*  6.023e-05 
N3702 wearing red clothes to expel evil spirits 0.01280649  0.4068 
N3703 hanging mirror on door or window to expel evil spirits 0.0380216*  0.01375 
N3704 Giving birth to child in auspicious years 0.1255512*  3.225e-16 
N3707 putting household protection objects at home, like sword, Golden 
Toad, and peach tree blanches, etc. 
0.1199222*  6.399e-15 
N3709 wearing auspicious objects like crystal, jade or gold  0.04849036*  0.001674 
Combined Non-customary AC 0.09722142*  2.75e-10 
Combined all AC 0.08712963*  1.564e-08 
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H3: The stronger the belief in Buddhism and/or Daoism, the more likely to believe in magic. 
In H3, belief in Buddhism and/or Daoism that was recoded as one single binary variable 
in the original codebook was coded the same way as in previous hypotheses. Belief in magic 
were tested using both seven individual variables and one combined variable. CFA was 
performed for combining seven items into one latent variable for measuring belief in magic. 
The estimates of factor loading of the CFA model show that how well each of the original seven 
items represent the combined belief in magic (See Table 9). Spearman’s rank correlation was 
used to examine the relationship between the independent and dependent variables.  
 
Table 9. Standard Parameter Estimates from CFA for belief in magic in H3. 
 
Variables Estimate Std.Err z-value P-value 
Belief in magic     
N181 Afterlife   1.000     
N182 heaven    1.174  0.021 56.921  0.000 
N183 hell   1.167  0.020 57.116  0.000 
N184 religious miracle   0.880  0.019 46.546  0.000 
N185 reincarnation   0.881  0.019 46.541  0.000 
N186 nirvana   0.739  0.016 44.790  0.000 
N187 supernatural power from ancestry   0.740  0.022 33.405  0.000 
 
Results show that the rho estimates of the correlations between each seven items of 
belief in magic and belief in Buddhism and/or Daoism were moderately strong, and the 
correlation with combined belief in magic was also moderately strong. See Table 10. All the rho 
estimates were significant. Since the scales of belief in magic and scales of belief in 
Buddhism/Daoism were coded inversely (See Table 4), the negative values of rho indicate 
positive correlations.  
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Therefore, we are highly confident that belief in Buddhism and/or Daoism are positively 
related with belief in magic, i.e., the stronger the belief in Buddhism and/or Daoism, the 
stronger the belief in magic. Hence, H3 is supported.  
Table 10. Spearman's rank correlations of belief in magic and belief in Buddhism/Daoism 
Variables Rho P-value 
Belief in magic   
N181 Afterlife -0.1998606* < 2.2e-16 
N182 heaven  -0.17886* < 2.2e-16 
N183 hell -0.1910009* < 2.2e-16 
N184 religious miracle -0.2281764* < 2.2e-16 
N185 reincarnation -0.2229946* < 2.2e-16 
N186 nirvana -0.2114605* < 2.2e-16 
N187 supernatural power from ancestry -0.1721218* < 2.2e-16 
Combined belief in magic -0.1957586* < 2.2e-16 
 
H4: The stronger the belief in folk religions, the more likely to participate in AC.  
Belief in folk religion is an answer under the question “What is your religious belief?” It 
was recoded as binary variable, where selections of “belief in folk religion” were coded as “1”, 
and any other responses were coded as “0”. Spearman’s rho was performed to examine the 
relationship between the single variable of belief in folk religion and both individual variables 
and combined variables of participation in AC. See Table 10.  
Results show that the rho estimates for both individual and combined items of 
participation in AC are low (See Table 11). For combined customary AC and non-customary AC, 
the rho estimates were 0.08 and 0.09, and the p-values were 6.949e-07 and 3.111e-08. Also, 
the rho estimates for combined all AC was also low, which was 0.09. Therefore, we are highly 
confident that there was no relationship between belief in folk religion and participation in any 
types of AC. Hence, we reject H4.  
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Table 11. Spearman's rank correlations for single measure of belief in folk religion and 
participation in AC 
Variable Rho p-value 
Customary AC 
N3705 Choosing lucky dates for wedding. 0.01688666 0.2736 
N3706 Sticking talisman, or Door Deities figures, or hanging wormwood 
plant on door. 
0.08921957* 6.817e-09 
N3708 Setting firecrackers to expel evil. 0.03330534* 0.0308 
N3710 Hanging Buddha’s image or Chairman Mao’s portrait in cars to 
assure peace. 
0.03926908* 0.01088 
Combined Customary AC 0.08080564* 1.546e-07 
Non-customary AC 
N362 fengshui  0.09750215* 2.443e-10 
N3701 wearing red waist belt or red thread in “your zodiac year” -0.03590327* 0.02 
N3702 wearing red clothes to expel evil spirits -1.879821e-05 0.999 
N3703 hanging mirror on door or window to expel evil spirits 0.1131047* 1.987e-13 
N3704 Giving birth to child in auspicious years 0.01393804 0.3666 
N3707 putting household protection objects at home, like sword, Golden 
Toad, and peach tree blanches, etc. 
0.08569579* 2.683e-08 
N3709 wearing auspicious objects like crystal, jade or gold  -0.009575948 0.5351 
Combined Non-customary AC 0.07650616* 6.949e-07 
Combined all AC 0.0852978* 3.111e-08 
 
 
H5: The greater the belief in magic, the lesser the motivation of gaining positive feelings to 
practice AC.  
In H5, using the same technique as in H3, seven items measuring belief in magic was 
combined into a latent variable using CFA. Same as it is in previous hypotheses, belief in magic 
has seven items, and every of them was coded as 1= completely believe, 2= believe, 3= neither 
believe nor disbelieve, 4= disbelieve. Gaining positive feeling tendency was measured by two 
items under the question: Do you agree that religions have the following benefits? The two 
items are “To find inner peace and happiness” and “Be comforted when you are sad or in 
difficulties.” The responses were coded as categorical variable, where 1 = Strongly Disagree, 2 = 
Disagree, 3 = Neither Agree nor Disagree, 4 = Agree, 5=Strongly Agree. Gaining positive feeling 
was also combined into one latent variable using CFA. The factor loading estimates CFA is 
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shown in Table 12. A Spearman’s rho was then performed to examine the correlation between 
these two combined single variables.  
The results of Spearman’s correlation show a moderately strong relationships between 
belief in magic and gaining positive feeling tendency. All of their p-values are less than 2.2e-16. 
Since belief in magic and gaining positive feeling were coded reversely, so a positive rho 
estimate indicates a negative relationship. Therefore, we are highly confident that belief in 
magic and motivation of gaining positive feeling are negatively associated. Hence, H5 is 
supported.  
Also, results show that religious miracle is the strongest item that was related to gaining 
positive feeling tendency, and its rho value was 0.28 with “To find inner peace and happiness”, 
and its rho value was 0.26 with “Be comforted when you are sad or in difficulties.” Other strong 
correlations were found in heaven, hell and reincarnation and both two items of gaining 
positive feeling. The rho estimates of combined belief in magic and combined gaining positive 
feeling tendency was 0.20, which indicates a positive correlation between the two variables. 
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Table 12. Standard Parameter Estimates from CFA for belief in magic and gaining positive 
feeling 
 
Variables Estimate Std.Err z-value P-value 
Belief in magic                    
N181 Afterlife  1.000                              
N182 heaven   1.179      0.022  53.162   0.000 
N183 hell  1.168      0.022  53.284   0.000 
N184 religious miracle  0.877      0.020  42.907   0.000 
N185 reincarnation  0.874      0.020  42.968   0.000 
N186 nirvana  0.740      0.018  41.622   0.000 
N187 supernatural power from ancestry  0.729      0.024  30.994   0.000 
Gaining positive feeling     
N34a To find inner peace and happiness 1.000 N/A N/A N/A 
N34c Be comforted when you are sad or in 
difficulties 
0.955 N/A N/A N/A 
 
Table 13. Spearman's rank correlations of belief in magic and gaining positive feeling. 
 
Belief in magic  Rho P-value 
“To find inner peace and happiness” 
N181 Afterlife 0.2362523*  < 2.2e-16 
N182 heaven  0.2620393*  < 2.2e-16 
N183 hell 0.2473913*  < 2.2e-16 
N184 religious miracle 0.2779089*  < 2.2e-16 
N185 reincarnation 0.2349917*  < 2.2e-16 
N186 nirvana 0.2233001*  < 2.2e-16 
N187 supernatural power from ancestry 0.2073859*  < 2.2e-16 
“Be comforted when you are sad or in difficulties” 
N181 Afterlife 0.2007927*  < 2.2e-16 
N182 heaven  0.228281*  < 2.2e-16 
N183 hell 0.2136825*  < 2.2e-16 
N184 religious miracle 0.2591677*  < 2.2e-16 
N185 reincarnation 0.2135652*  < 2.2e-16 
N186 nirvana 0.1997133*  < 2.2e-16 
N187 supernatural power from ancestry 0.1808349*  < 2.2e-16 
Combined belief in magic 0.2007927*  < 2.2e-16 
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H6: The greater the belief in magic, the greater the motivation of coping with uncertainty.  
In H6, belief in magic was combined into one single variable using the same technique 
called CFA as in H4. Its responses were coded as categorical variable, where 1 = Completely 
believe, 2 = Believe, 3 = Neither belief nor disbelieve, 4 = Disbelief, 8 = can’t choose. While cope 
with uncertainty tendency was measured by the item: when I have doubts, I feel I believe in 
God. The literal meaning of this item is to measure the motivation of believing in god instead of 
AC. However, in China, belief in god is usually confused with belief in heaven, magic, Buddhism 
or Daoism, and other animistic spirits. Therefore, this item may be interpreted as “when I have 
doubts, I feel I believe in magic.” Also, this is the only one closest measure for motivation of 
coping with uncertainty that is available in CGSS (2010). Selection of this item was coded as “1”, 
selection of else was coded as “0”.  
A frequency count was performed for the combinations of the data (See Table 14). The 
reason for using a frequency count is that the variables of coping with uncertainty could not be 
recoded into ordinal because the way all the responses of this item were measured. Another 
reason is that respondents who chose this option were too few (n=144), it will cause the 
imbalance of the data for correlation analysis. 
The results for those who had the motivation of coping with uncertainty are:  
1) complete believers in magic = 6/ (6+30+23+85) = 4.1%,  
2) believers in magic = 30/ (6+30+23+85) = 20.8%,  
3) neither believe nor disbelieve = 23/ (6+30+23+85) = 16.8%, and  
4)  nonbelievers = 85/ (6+30+23+85) = 59%. 
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This result indicates that respondents who were motivated by coping with uncertainty 
were more likely to disbelieve in magic (59%), and less likely to believe in magic (20.8%) or 
complete believe in magic (4.1%). Therefore, we can conclude that the stronger the belief in 
magic, the less likely to be motivated by coping with uncertainty. Thus, H6 is rejected.  
 
Table 14. Frequency count for belief in magic and coping with uncertainty. 
 
 
 
 
 
Prevalence of belief in magic 
Based on the grounded theory finding, belief in magic is an important contributing 
factor to AC. It appears important to examine the prevalence of belief in magic in China, so a 
frequency count was performed for combined belief in magic. Belief in magic has responses: -
3=refuse to answer, -2=don’t know, -1=N/A, 1=completely believe, 2=believe, 3=neither believe 
nor disbelieve, 4=disbelieve, 8=can’t decide. The frequency count for combined variable for 
belief in magical effects operates as follows: if any of the seven items from belief in magic has 
response as 1=completely believe or 2=believe, then coded as “1”, otherwise “0”.  
 Cope with 
uncertainty 
Belief in 
magic 
Frequency Percentage 
1     0 0 7552  
2     0 1 71  
3     0 2 332  
4     0 3 395  
5     0 4 2909  
6     1 1 6 4.1% 
7     1 2 30 20.8% 
8     1 3 23 16% 
9     1 4 85 59% 
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Results show that there were 1=922 respondents, and 0=3309 respondents, which 
means that 922 respondents chose “completely believe” or “believe” in magic, and there were 
3309 respondents chose other options that “neither believe nor disbelieve”, “disbelief”, 
“refused to answer”, “don’t know”, and “not applicable”. Therefore, the percentage of belief in 
magic were 922/ (922+3309) =21.8%.  
I also counted the frequency for the item “(belief in) supernatural power from 
ancestry”, because it is a good specific example of belief in magical effect that is derived from 
AC. The results of frequency count for this item show that 77 and 362 respondents chose 
“completely believe” and “believe” respectively, and 4231 respondents chose other options. 
Thus, the percentage of belief in “supernatural power from ancestry” was (77+362) /4231 
=10.3%.  
To sum up, the percentage of belief in general magic is 21.8%, and belief in AC magical 
effect item “supernatural power from ancestry” was 10.3%.  
 
Demographic factors and participation in AC 
The demographic variables we are interested are age, gender, education, personal 
income, health condition and marital status. Frequency distribution was performed to examine 
their relationships with participation in AC. All of the demographic factors were coded as 
categorical variable, See Table 4. For details of the coding. Descriptive statistics were performed 
to show their interactions with AC participation. See Table 15.  
 Results of demographics show that age, gender, marital status, and health condition 
were contributing the differences in AC participation. Education levels and personal income did 
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not show meaningful patterns to AC participation. Female’s participation (45.2%) was slightly 
higher than male’s participation (42%). See Figure 3. 
 
 
Figure 3. Demographic Factors and AC Participation 
 
Age was related to AC participation. The younger the age decades, the higher 
participation in AC. The frequencies of participation ranges from respondents in their 90s to 20s 
are gradually increasing: 90s (30.5%), 80s (36.7%), 70s (38.8%), 60s (43.1%), 50s (46.4%), 40s 
(46.4%), and 30s (47.9%). The sudden drop for those who were at their 20s (42.5%) was 
probably due to their lower purchasing power.  
Marital status was also related to AC participation. People who were married had the 
highest participation (45.8%). Respondents who were divorced (40%) and single (37%) were in 
the middle, whereas separated (35%) and widowed (34.3%) had the lowest AC participation. 
Health condition was slightly related to AC participation. Respondents whose health 
conditions were normal (44.6%), healthy (43.6%) and very healthy (45.3%) had slightly higher 
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participation than those who were very unhealthy (42.4%) and unhealthy (41.6%). Very healthy 
condition (45.3%) had the highest participation, and unhealthy (41.6%) condition had the 
lowest participation.  
The overall participation in AC among all people was 43.9%. AC participation did not 
vary according to different education levels. Generally, high frequency AC participation were 
found at different education levels: old style private school 47.2%, regular specialized college 
46.8%, and graduate and higher 46.7%. Similarly, low frequency AC participation were also 
spread out among different education levels: adult specialized college 37.8%, vocational high 
school 38.7%, and regular university 39.8%. The lowest participation was technical school 
28.1%, and the highest was old style private school 47.2%. 
 Personal income did not show a meaningful pattern to the difference of AC 
participation, too. The highest AC participation were groups that had annual income at higher 
levels 100,000-299,999 (56.3%), 300,000-1,499,999 (54.5%), as well as one of the lowest level 
300-4999 (51.0%). The rest of the different income levels were mixed with different frequencies 
of AC participation. 
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Table 15. Demographic factors and AC participation 
Variable N of participation N of Total % of participation 
Birth decade    
1920s    18 59 30.5% 
1930s   115 313 36.7% 
1940s   207 533 38.8% 
1950s   365 846 43.1% 
1960s   441 950 46.4% 
1970s   385 829 46.4% 
1980s   260 543 47.9% 
1990s   51 120 42.5% 
Gender    
Male   866 2036 42.5% 
Female  976 2158 45.2% 
Education    
No formal education  241 568 42.4% 
Old style private school 17 36 47.2% 
Primary school  423 944 44.8% 
Junior middle school 552 1204 45.8% 
Vocational high school  24 62 38.7% 
High school  216 504 42.9% 
Secondary technical school 107 239 44.8% 
Technical school  9 32 28.1% 
Specialized college (adult) 48 127 37.8% 
Specialized college (regular) 81 173 46.8% 
University (adult higher ed) 32 77 41.6% 
University (regular higher ed) 78 196 39.8% 
Graduate and higher  14 30 46.7% 
Personal annual income (yuan)    
< 1,000  219 490 44.7% 
1000-2999 187 390 47.9% 
3000- 4999 151 296 51.0% 
5000- 9,999 232 539 43.0% 
10,000- 14,999 251 569 44.1% 
15,000- 24,999 272 681 39.9% 
25,000- 49,999 166 396 41.9% 
50,000- 99,999 79 187 42.2% 
100,000- 299,999 36 64 56.3% 
300,000- 1,499,999 6 11 54.5% 
>= 1,500,000 243 571 42.6% 
Health     
Very Unhealthy  67 158 42.4% 
Unhealthy 262 630 41.6% 
Normal 425 952 44.6% 
Healthy 616 1413 43.6% 
Very healthy 472 1041 45.3% 
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Table 15. (continued)  
Marital status    
Single 143 387 37.0% 
Married  1548 3377 45.8% 
Separated 7 20 35.0% 
Divorced 32 80 40.0% 
Widowed 112 327 34.3% 
Overall participation in AC 1842 4194 43.9% 
 
 
Prevalence of AC 
Frequency counts were conducted for participation in each AC activities and combined 
single AC (See Table 16). For individual AC items, all N/A responses were removed, which 
totalled 7552 respondents. Results show that four of them had the highest participation, which 
are “wearing red waist belt or red thread in ‘your zodiac year’” (11%), “choosing lucky dates for 
wedding (14%)”, “sticking talisman, or Door Deities figures, or hanging wormwood plant on 
door (18%)”, and “setting firecrackers to expel evil (22%)”. The rest of the items were all below 
10%. For combined single AC, if selection of any of the eleven items, it was coded as 1, no 
selection was code as 0. Cases like a mix of responses of 0 and refused to answer were coded as 
0, too. The percentage of combined AC participation was 44%. 
Out of these four AC items that had the highest participation, the popularity of three of 
them are consistent with the findings from the grounded theory study. The three items were 
categorized as “customary AC” in the grounded theory study, for which the participants claimed 
them to be activities that “almost everyone participated in”. The three items are “choosing 
lucky dates for wedding (14%)”, “sticking talisman, or Door Deities figures, or hanging 
wormwood plant on door (18%)”, and “setting firecrackers to expel evil (22%).” However, 
 
   
141 
 
 
 
 
unexpectedly, the percentages of these participations were not even close to 100% as they 
claimed. One reason of the low percentage of participation might be due to the ways the 
questions were designed. The question being asked is “Have you done these things in past 12 
months?”, but the chances of activities such as “wearing red waist belt or red thread in ‘your 
zodiac year’” and “choosing lucky dates for wedding” do not happen on yearly basis. The “your 
zodiac year” occurs once in twelve years, and choosing lucky dates for wedding also would not 
occur often in a lifetime. Therefore, the reliability of these measurements is questionable.  
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Table 16. Frequencies for all AC items 
All AC items N of Yes N of No Refuse to 
answer 
Percent N/A 
 
Have you done these things in past 12 months?        
N362 fengshui  164 4037 30 4% 7552 
N3701 wearing red waist belt or red thread in “your zodiac year” 473 3732 26 11% 7552 
N3702 wearing red clothes to expel evil spirits 252 3953 26 6% 7552 
N3703 hanging mirror on door or window to expel evil spirits 165 4040 26 4% 7552 
N3704 Giving birth to child in auspicious years 76 4129 26 2% 7552 
N3705 Choosing lucky dates for wedding. 598 3607 26 14% 7552 
N3706 Sticking talisman, or Door Deities figures, or hanging wormwood 
plant on door. 
758 3447 26 
18% 
7552 
N3707 putting household protection objects at home, like sword, Golden 
Toad, and peach tree blanches, etc. 
121 4084 26 
3% 
7552 
N3708 Setting firecrackers to expel evil. 931 3274 26 22% 7552 
N3709 wearing auspicious objects like crystal, jade or gold  226 3979 26 5% 7552 
N3710 Hanging Buddha’s image or Chairman Mao’s portrait in cars to 
assure peace. 
144 4061 26 
3% 
7552 
Combined all Items 1845 2386 290 44% 7552 
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Structural Equation Modelling (SEM) Analysis 
The grounded theory study found that there are eight factors explaining AC behaviors, 
and CGSS (2010) provides items for measuring five of them: belief in magic, conspicuousness, 
conformity in behavior, gaining positive feeling and coping with uncertainty. Structural 
equation modeling (SEM) was performed to observe how well these factors in explaining AC 
behaviors. SEM required the lavaan library in R to perform the analysis.  
Conspicuousness were measured by three statements: 1) Things we bought should be 
very practical, the brand is not important, 2) Daily meals can be simple, but have to be 
particular about wearing, and 3) Wearing branded names makes me look good. The responses 
were coded as categorical variable, where 1 = Strongly Disagree, 2 = Disagree, 3 = Neither Agree 
nor Disagree, 4 = Agree, 5=Strongly Agree.  
Conformity was measured by a statement: I should have the brand if people around me 
have it. Its responses were also coded as categorical variables, where 1 = Strongly Disagree, 2 = 
Disagree, 3 = Neither Agree nor Disagree, 4 = Agree, 5=Strongly Agree. 
Gaining positive feeling and coping with uncertainty have the same scales and coding as 
they had in the previous analysis. See Table 3. and Table 4. for scale selection and coding 
strategy. For the process of SEM analysis, see Figure 4.  
For AC participation, we operationalized it in two ways, which produces two SEM 
models. 
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Figure 4. Process of Structural Equation Modelling (SEM) Model B. 
Things we bought should be very practical, the 
brand is not important 
Daily meals can be simple, but have to be 
particular about wearing
Wearing branded names makes me look good. 
I should have the brand if people around me have it. 
To find inner peace and happiness.
Be comforted when you are sad or in difficulties.
When I have doubts, I feel I believe in God.
Conspicuousness
Conformity
Gaining positive feeling 
Cope with uncertainty
Belief in magic
Next life
Heaven
Supernatural power 
from ancestry
Hell
Religious miracle
Reincarnation
Nirvana
AC 
0.14**
0.61**
-0.14**
-0.03
0.24
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SEM for Participation in AC Model A 
In the first model A, we coded AC participation as: any selection of the AC items as “1”, 
and selection of none of the items as “0”.  The results of SEM Model A are shown in Table 17. 
The figures reported in Table 17. show that coping with uncertainty is the most important 
determinant of participation in AC. Conspicuousness is also a contributor with 90% confidence 
in estimation. The value of RMSEA for the SEM model was 0.101, which shows that the overall 
SEM model is a reasonable fit for explaining participation in AC. Factor loading estimates for all 
the latent variables are shown in Table 19. 
 
Table 17. Regression Estimates of SEM for Participation in AC Model A.  
 Estimate Std.Err z-value P-value 
Conformity -0.018     0.018 -0.993   0.321 
Gaining positive feeling -0.034**     0.012 -2.757     0.006 
Conspicuousness 0.098*     0.057    1.736     0.083 
Cope with uncertainty 0.195**    0.053  3.685   0.000    
Belief in magic -0.022  0.018 -1.214 0.225 
* Estimate is statistically significant at prob. < .10. 
** Estimate is statistically significant at prob. < .01. 
 
SEM for Participation in AC Model B 
In Model B, we counted any one selection of AC items as “1”, any two selection as “2”, 
until selection of all eleven items which was counted as “11”, while no selection was counted as 
“0”. The rationale of operationalizing AC participation in this way is to make the data of the 
dependent variable richer. It is also appropriate to operationalize the AC by accumulating the 
value of each AC items because the dependent variable is expected to measure “all kinds of 
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AC”. The model is created to examine how well these five motivations explain all kinds of AC 
participation.  
The results of model B show that cope with uncertainty, belief in magic and gaining 
positive feeling were the three most important determinants for AC participation. The 
regression coefficient for cope with uncertainty was a lot stronger in Model B which was 0.61. 
See Figure 4. The negative value for belief in magic should be interpreted as a positive 
relationship because the responses of belief in magic were uniformly opposite to other 
variables. The RMSEA for Model B was 0.101, which shows that Model B is a reasonable fit for 
explaining AC participation. Factor loading estimates for all the latent variables are shown in 
Table 20. 
 We can conclude that according to Model B, cope with uncertainty, belief in magic and gaining 
positive feelings are three most important contributing factors to AC participation. Cope with 
uncertainty is strongly and positively related to AC, belief in magic is positively related to AC, and gaining 
positive feeling is negatively related to AC.  
 
Table 18. Regression Estimates of SEM for Participation in AC Model B.  
 Estimate Std.Err z-value P-value 
Conformity -0.033 0.050 -0.668 0.504 
Gaining positive feeling -0.135** 0.033 -4.033 0.000 
Conspicuousness  0.241 0.154  1.563 0.118 
Cope with uncertainty  0.610** 0.145  4.204 0.000 
Belief in magic -0.139** 0.050 -2.789 0.005 
** Estimate is statistically significant at prob. < .01. 
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Table 19. Standard Parameter Estimates for latent variables in (SEM Model A) 
Variables Estimate Std.Err   z-value P-value 
Conspicuousness     
D1. 2 Things we bought should be very practical, the brand is not important. 1.000                
D1. 4 Daily meals can be simple but have to be particular about wearing. 1.426  0.115   12.353   0.000 
D1. 6 Wearing branded names makes me look good. 1.880 0.144    13.069    0.000 
Gaining positive feeling tendency                                
N34.1 To find inner peace and happiness. 1.000                              
N34.3 Be comforted when you are sad or in difficulties. 1.130   0.058   19.417  0.000 
Conformity                              
D1. 3. I should have the brand if people around me have it. 1.000                              
Cope with uncertainty tendency                               
N16. 5 When I have doubts, I feel I believe in God. 1.000                             
Belief in magic                              
N181 Next life 1.000                             
N182 heaven  1.177   0.022   53.190  0.000 
N183 hell 1.167   0.022   53.203  0.000 
N184 religious miracle 0.875   0.020   42.813  0.000 
N185 reincarnation 0.873   0.020   42.803  0.000 
N186 nirvana 0.744   0.018   41.632  0.000 
N187 supernatural power from ancestry 0.733   0.024   31.044  0.000 
Participation in AC                              
Combined AC 1.000                 
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Table 20. Standard Parameter Estimates for latent variables in (SEM Model B) 
Variables Estimate Std.Err   z-value P-value 
Conspicuousness     
D1. 2 Things we bought should be very practical, the brand is not important. 1.000           
D1. 4 Daily meals can be simple but have to be particular about wearing. 1.435  0.116  12.358 0.000 
D1. 6 Wearing branded names makes me look good. 1.877  0.144  13.046 0.000 
Gaining positive feeling tendency                       
N34.1 To find inner peace and happiness. 1.000                 
N34.3 Be comforted when you are sad or in difficulties. 1.133  0.057  19.766 0.000 
Conformity                       
D1. 3. I should have the brand if people around me have it. 1.000                 
Cope with uncertainty tendency                       
N16. 5 When I have doubts, I feel I believe in God. 1.000                 
Belief in magic                       
N181 Next life 1.000                 
N182 heaven  1.176  0.022  53.175 0.000 
N183 hell 1.166  0.022  53.191 0.000 
N184 religious miracle 0.875  0.020  42.814 0.000 
N185 reincarnation 0.874  0.020  42.831 0.000 
N186 nirvana 0.744  0.018  41.657 0.000 
N187 supernatural power from ancestry 0.734  0.024  31.116 0.000 
Participation in AC                              
Combined AC 1.000      
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CHAPTER 7. DISCUSSION  
Discussion on the grounded theory study 
What do Chinese people practice for auspicious consumption today? 
 Using Grounded Theory analysis, this study found respondents were consistent with 
their claims that the objective of auspicious consumption is to seek for worldly benefits such as 
health, wealth, safety, academic or career success, and even prosperity for descendants. 
Although some AC involves practicing religions such as burning incense and worshipping 
Buddha, consumers’ goals are to request this worldly benefit rather than pursuing the highest 
wisdom or salving all the human that are suffering as educated by Buddhism doctrine. Existing 
literature on Chinese people’s “individual folk beliefs” state that people who believed in 
“individual folk beliefs” had goals to maximize the worldly benefit of living individuals (Yang & 
Hu, 2012; Freedman, 1966, p. 140) rather than pursuing justice or ideals (Fei, 1985, p. 110). 
Chinese sociologist Fei (1985, p110)‘s points also support that auspicious consumption is very 
secularized,  
“Chinese people have very practical beliefs towards ghosts and gods, our 
services for them are like treating or bribing them for gaining good fortune and 
avoiding bad fortune, our praying is beseeching them to gain worldly benefits. 
Gods and ghosts are resources of wealth to us, not justice or ideal”. 
 Previous research on superstitious or paranormal consumption scale lack of emphasis 
for auspicious consumption. For example, Tobacyk (2004)’s scale on superstitious beliefs did 
not take into account the positive superstitions which are major activities in auspicious 
consumption. Huang and Teng (2009)’s superstitious belief scale was developed by sampling 
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people in Taiwan, in which some items are not common consumptions in mainland. For 
example, horoscope and power of crystal were not mentioned by any respondents from this 
study. The current study provide basis for developing an auspicious consumption scales for 
consumers in mainland China for future research.  
 
Motivations of Auspicious Consumption in China 
 Findings of this study support theories on superstitious consumption behaviors or 
paranormal behaviors such as Malinowski (1948)’s theory on magic (1948, pp. 14), Frazer 
(1922) and Langer’s illusion of control (Langer, 1975; Langer & Roth, 1975). However, these 
theories are limited in that they are not sufficient in interpreting auspicious consumption (AC) 
behaviors. The grounded theory of current study contributes to a comprehensive and 
explanatory understanding of motivations for AC behaviors, and the relationships between AC 
beliefs and different patterns of AC behaviors. Specifically, there are four types of AC 
motivations: symbolic motivation (conspicuousness, conformity with the majority, and face-
maintaining conformity), psychological motivation (affect, gaining positive feeling, cope with 
uncertainty, and spiritual sustenance), and habit. The findings from grounded theory on the 
motivations are supported by existing theories except the findings on spiritual sustenance. 
Discussions of the theories and the finds are given as follows.  
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Symbolic motivation 
Conspicuous motivation 
 Findings show that consumers and businesses used publicly consumed and high-priced 
or scarce AC (e.g., auspicious license plates, cellphone numbers and house numbers, jade Pixiu 
pendants and Buddhist prayer beads that are made of precious materials) to show off their 
wealth, social status, taste, capability and social capital to viewers. These findings support 
Veblen (1899), Baudrillard (1968) and Bourdieu (1984, pp. 281)’s on theories on conspicuous 
consumption that people consume goods in order to signal their prestige, wealth and social 
status. The findings are also in line with findings from existing literature that viewers tend to 
attribute possession of goods to the capability, economic or social capital of the consumers to 
obtain them (Chaudhuri et al., 2011; Nelissen & Meijers, 2011). 
 There is no relationship between conspicuous motivation and habit, conformity in belief 
nor behavior and gaining positive feeling.  
 
Conformity  
 Findings of this study indicated that AC consumers were motivated by two types of 
conformity: conformity with the majority and face-maintaining conformity. Firstly, Kelman 
(1958)’s theory of “internalization” and “compliance” and Deutsch and Gerrard (1955)’s 
“informational conformity” and “normative conformity” are supported by the findings of this 
study on belief in AC and conformity in behavior. Participants who had beliefs in AC magical 
effects had their beliefs adopted from others and they “internalized” the belief. Participants of 
this type practiced AC regardless of being in public or private settings. This finding is consistent 
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with Kelman (1958)’s “internalization” which refers to adopting normative beliefs and 
behaviors and internalize them in their own belief system, and are practiced both publicly and 
privately.  The concept of “internalization” well describes participants who were ambiguous 
about AC beliefs. They conformed with normative AC beliefs because they thought they were 
credible information. This finding is consistent with Deutsch and Gerrard (1955)’s informational 
conformity that people seek guidance and accept views from the group because they lack 
knowledge in that area.  
  While conformity with the majority were normative AC practices (e.g., festival 
auspicious practices, funeral and wedding auspicious rituals) that were consumed publicly by 
AC nonbelievers to seek others’ acceptance. This finding supports Deutsch and Gerrard (1955)’s 
“normative conformity” and Kelman (1958)’s “compliance” that people want to fit in by 
complying with norms in public but rejecting them privately.  
 Secondly, respondents expressed that people engaged in publicly visible AC that others 
think one should consume according to one’s position in the society (normative AC including 
avoidance of inauspicious consumption) to maintain their faces. This motivation is called face-
maintaining conformity. This finding supports definitions of “face-work” in existing literature 
that people calculate in interpersonal encounters to avoid losing respect and avoid being 
disgraceful to maintain the positive impression to others (Goffman, 1955, 1956, 1959; Ting-
Toomey & Kurogi, 1998, p. 187). Face-maintaining conformity is also in line with previous 
research that people publicly consume what others think are appropriate according to one’s 
position in the society and avoid consuming normative inappropriate products to avoid losing 
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face (Li & Su, 2007; Hu, 1944). Li and Su (2007) also mentioned that AC such as weddings and 
funeral ceremonies are typical example of conformity face consumption in China.  
 
Psychological motivation 
Affect and gaining positive feeling  
 Respondents practiced AC because they were driven by sensory or emotional 
motivation. Participants reported that they engaged in AC because it felt pleasant (e.g., 
comfortable, pleasant, pleased, joyful, festival, confident, auspicious, blessed) to do it and 
avoided inauspicious consumptions because they felt unpleasant (e.g., inauspicious, cursed, 
hated, shadow, uncomfortable). The feelings of joyful, festive, confident and blessed are 
emotional reactions derived from practicing AC. This is in line with Jiang et al (2009)’s findings 
on their experiments that primes like lucky numbers “8” can be used to influence Asian 
individual’s moods and behaviors. When feeling lucky, individuals are happy and optimistic, 
individuals are more likely to participate in risky activities like competition, gambling or risky 
financial investment because they feel they have more control of the situation (Jiang et al., 
2009). When feeling unlucky, individuals are depressed and anxious (Day & Maltby, 2003). This 
finding is also supported by Weber (1978, p. 25)’s “purely affectual behaviors”, which is that 
actions are determined by one’s uncontrolled reactions of their “affects and feelings” towards 
some particular stimulus. These feelings can also be called hedonistic reactions because they 
are multisensory and emotional arousals (Khan, et al., 2004, p. 4; Berry, 1994; Hirschman & 
Holbrook, 1982) developed from the consumption. The findings show that both AC believers 
and nonbelievers had affectual/hedonic motivation. 
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 While gaining positive feeling refers to strategies that people consciously or 
subconsciously used AC for making themselves feel positive or boost the morale. The kind of AC 
used for gaining positive feeling were ACs that suggest good connotations (e.g, number “8” to 
“prosperous”, jade “bat” pendant to “blessing”, longevity grass symbolizes longevity, dragon 
dance performance for business-opening ceremonies symbolizes “a good business and 
accident-free year”). Both AC believers and nonbelievers used AC to make themselves feel 
positive. This finding is consistent with the existing literature that having positive illusions of 
situations is common practices of normal human (Taylor & Brown, 1988), and people who have 
gained positive illusions through an action had more positive attitudes towards setbacks and 
were better at performances (Langer & Roth, 1975; Taylor & Brown, 1988).   
 
Cope with uncertainty and gain sense of control 
 Findings show that AC believers and ambiguous AC believers used AC for coping with 
the psychological strain comes from uncertainty about future. This finding supports Malinowski 
(1948, pp. 14)’s theory that magical rituals serve as ways to cope with the fear and anxiety of 
the unknown. Also, people need superstition to feel they have sense of control (Vyse, 2014, pp. 
158-160), because the sense of control makes people feel positive (Taylor & Brown, 1988). The 
difference between this coping with uncertainty and gaining positive feeling is that respondents 
who used AC for coping with uncertainty believed AC magical effects, but respondents used AC 
for gaining positive feeling did not have to believe AC magical effects. Moreover, most 
respondents who were AC nonbelievers did not have such motivation of using AC for coping 
with uncertainty, nor did they have anxieties resulting from feeling uncertain about future.  
 
   
155 
 
 
 
 
Habitual motivation 
 Respondents reported that their AC behaviors were driven by habits that were ingrained 
in them, and they engage in AC because they simply imitated them from other people. This 
drive is called habitual motivation. And since habitual behaviors are practiced without 
conscious awareness, so both AC believers and nonbelievers participated in them. The kinds of 
AC driven by habitual motivation were mostly traditional AC practices (e.g., auspicious 
traditional rituals on festivals, paying visits to ancestors’ graves) which had been existed for at 
least over a generation. The finding of habitual motivation supports Weber (1978, p. 25)’s 
“traditional” social action as one of four ideal types of social actions, which refers to automatic 
imitations from traditional behaviors that are ingrained in minds. Maybe find more recent 
theories to support this? 
 
AC Beliefs vs. motivations 
 Three types of beliefs in AC magical effects were found among all 26 respondents are 
worth of further discussion. One finding that stands out that out of 26 participants, only 9 of 
them identified themselves as AC believers, however, regardless of their beliefs, all of 26 
participants engaged in AC at some time in their life. This indicates that only 35% AC consumers 
had beliefs in AC magical effects.  For the rest of participants, eight of them were ambiguous 
believers who were not sure whether AC magical effects existed, and seven of them were AC 
nonbelievers who did not believe in AC magical effects. Most of ambiguous believers practiced 
AC because they conformed with others in AC beliefs (six respondents) or because they used it 
for coping with uncertainty (6 respondents). One thing to note that the results show that AC 
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believers are the only group that also had beliefs in religion. There were 50% of AC believers 
claimed that they participated religious activities such as chanting and morning recitations 
regularly. No ambiguous believers and nonbelievers were spiritual religious followers. This is 
consistent with Huang (2015)’s statistical finding that people believed in oriental religions that 
have the mixed characters are more likely to have paranormal beliefs.  
 Nine of all respondents were AC believers who believed AC magical effects. Most of AC 
believers practiced AC because they used them to cope with uncertainty (7 respondents). Also, 
many AC believers engaged in AC because they conformed with the normative AC beliefs (5 
respondents).  
 Seven respondents claimed to be nonbelievers who did not believe AC magical effects. 
All 7 AC nonbelievers were motivated by affectual reasons which that practicing AC made them 
felt positive and confident. Also, half of nonbelievers reported that they did AC because of 
harmony with majority of people or pressures from others. For example, wearing red 
underwear was not intended by AC nonbelievers, but they did it to show that they care about 
their family members’ feelings who cared about these norms. 
 There were no patterns of relationships between AC beliefs and conspicuous or habitual 
motivation, because participants who were driven by conspicuousness or/and habitual 
motivations were scattered over ambiguous believers, believers and nonbelievers.  
 
Magic belief, religious belief and AC 
 The findings from the interviews show that AC believers tend to be authentic Buddhists 
or/and Daoists. Here, “authentic” is used to distinguish individuals not only claim themselves to 
 
   
157 
 
 
 
 
be Buddhists or Daoists, but they also practice religious activities from those who call 
themselves Buddhists or Daoists but are not actually religious. Qu (1997, p. 4) also found that in 
Taiwan, there were almost half of the population claim to be Buddhists, but those who 
participated Buddhist practices regularly such as practicing abstinence from meat, chanting and 
attending assembly were only 6%.  Therefore, such distinction is made so that to find out the 
relationships between beliefs in folk religion and institutional religions.  
Among 9 AC believers, 5 of them identified themselves as authentic Buddhists and/or 
Daoists. Whereas, among AC nonbelievers and ambiguous believers, no one identified 
themselves to be religious. This finding supports C. K. Yang (1961)’s concept that the 
mainstream religious beliefs of Chinese commoners were diffused religious beliefs that there is 
no strictive exclusivity for each religious belief. This finding is also in line with Leamaster and Hu 
(2014)’s study on mainland Chinese that there is a high proportion of Buddhists participate in 
folk religious practices.   
 
Rationality and auspicious consumption 
 The findings of this dissertation confirm Weber’s theory on spirit of capitalism and 
complement it. Weber suggests that magic or mysticism should not be found in a capitalistic 
developing society because rational profit-seeking as the dynamic of capitalistic development 
cannot sustain with it. Our quantitative study found that AC is still a popular practice of magic in 
today’s China. However, the grounded theory findings show that Chinese individuals practice 
AC for various reason. Magic as a factor that is claimed to impede rationality in profit-seeking is 
only one of these reasons. The grounded theory study of this dissertation found that besides 
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believing that AC really works (magic), Chinese individuals practice AC for attainting other goals 
such as impression management (showing off wealth and status, “keeping up with the 
Joneses”, and maintaining face by practicing certain AC that are appropriate to their status), 
habit, pleasing others, and hedonic reasons.  
Therefore, although AC and capitalistic development coexist in China, the prevalence of 
AC does not indicate prevalence of magic, it is rather due to other sociological and 
psychological factors such as conspicuousness, conformity, habit, gaining positive feelings, and 
coping with uncertainty.  
There are previous studies examined the relationship between rationality and 
superstitious practices, and they found that people practiced superstition to complement the 
limitation of rationality. Tsang (2004) studied how superstition plays a role in business decision-
making. Superstition is regarded inconsistent with modern business management and decision-
making (Tsang, 2004) because it is irrational, unfounded and with no scientific evidences 
(Tsang, 2004; Vyse, 1997). However, Tang (2004)’s study found that most of business managers 
they interviewed in Singapore and Hong Kong regarded Feng shui, calculating destinies and 
physiognomy (fortune-telling), and consulting the oracle as complements to business decision-
making. These managers used these activities as additional source of information to deal with 
uncertainties in decision-making. Those uncertainties included insufficient or incomplete 
information (e.g., consulting the oracle whether to hire a job applicant when being unsure 
about one’s ability), the overwhelming conflicting meanings information conveys (e.g., 
consulting Fengshui expert for estimating a company’s future performance for stock market 
while conflicting data emerged from different resources), and undifferentiated alternatives, i.e., 
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equally attractive or unattractive alternatives (e.g., consulting Fengshui expert in deciding 
which of the two equally promising cities to set up a manufacturing operation). In addition, 
about 40% of their interviewees reported that these magic practices gave them psychological 
comfort and helped reliving their anxiety during decision-making. In Tsang (2004)’s study, both 
of these interviewees were aware of that these magic practices helped them in decision-making 
in certain ways. 
 Tsang (2004)’s study supports the findings of the current study. Firstly, when facing 
conflicting or contradictory information, business managers were overwhelmed because they 
felt the loss of control over the situation, therefore, they practiced AC to gain the sense of 
control. This supports the current finding that AC is used for coping with uncertainty and 
gaining sense of control. Secondly, business managers reported receiving psychological comfort 
and relieve with awareness, which is consistent with the current finding that participants who 
use AC to cope with anxiety caused by uncertainty. Since the current findings show that most 
respondents who had such motivation of AC were not believers, it would be interesting to know 
whether these business managers were believers in AC magical effects or not.  
There is no relationship between magic beliefs and AC, because all participants engaged 
in AC to some extent in the past regardless of whether believe in magic or AC magical effects. 
However, different AC beliefs are associated with different factors attributing to AC. There are 
three groups of AC consumers based on the beliefs in AC: ambiguous AC believers, AC believers 
and AC nonbelievers. Ambiguous AC believers tend to attribute their AC beliefs and behaviors 
to psychological factor that to use AC for coping with uncertainty, which may imply the state of 
anxiety caused by ambiguity in attitudes. Their AC behaviors are influenced by their habits and 
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conformity in AC beliefs. Whereas AC believers’ belief in magic magical effects comes from the 
habit and conformity of other people’s beliefs as well, and most of them believe in Buddhism 
and Daoism, and they also use AC to cope with uncertainty. As for AC nonbelievers, there is no 
belief in magic and AC magical effects, and their AC behaviors are completed influenced by 
habits and conformity in behaviors with others. AC nonbelievers are also well aware that 
practicing AC will bring them positive feelings. 
 The results of secondary data quantitative analysis show that there is no relationship 
between belief in folk religion and AC participation. Despite that conceptually AC is the same as 
“individual folk religion”, and AC shares the same practices as individual folk religious practices, 
the term “folk religion” was created in academia, so the respondents possibly could not identify 
what the term was, nor acknowledge how the term was associated with those AC activities they 
often practiced.
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Discussion for the quantitative study 
 
Popularity of AC 
The secondary data shows that overall AC participation among all people was 44%. This 
result was derived by counting any selection of the eleven items of AC as participation in AC.  
The most popular individual AC items were “wearing red waist belt or red thread in 
‘your zodiac year’” (11%), “choosing lucky dates for wedding (14%)”, “sticking talisman, or Door 
Deities figures, or hanging wormwood plant on door (18%)”, and “setting firecrackers to expel 
evil (22%)”. Three of these popular items were identified as customary AC that “almost 
everyone would practice” claimed by the participants from the grounded theory study. The 
percentage was very low for these “customary AC” compared with what was claimed by the 
participants. One reason of the low percentage of participation might be due to the problems 
the questions were designed. The question being asked is “Have you done these things in past 
12 months?”, but the chances of activities such as “wearing red waist belt or red thread in ‘your 
zodiac year’” and “choosing lucky dates for wedding” do not happen on yearly basis. The “your 
zodiac year” occurs once in twelve years, and choosing lucky dates for wedding also would not 
occur often in a lifetime. Therefore, the reliability of these measurements is questionable. Also, 
note that there were 7552 N/A responses for all AC items, it is possible that the survey was not 
implemented well as the survey was manually conducted by the interviewees hired for 
conducting the survey.  
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Popularity of belief in magic 
 The secondary data show that percentage of the respondents’ beliefs in any of the 
following things were 22%: afterlife, heaven, hell, religious miracle, reincarnation, nirvana and 
supernatural power of ancestors. The item “supernatural power of ancestor” is a good 
representative of AC magical effects, and the percentage of belief in this was 10%. This finding 
challenges previous studies on Chinese people’s belief on magic that almost every Chinese 
believe in magic. Their findings showed only 6.3% of respondents were neither religious, 
believing in gods, nor worshipping gods (Zhang & Lin, 1992).  
 
Demographic factors and AC 
Results of demographics show that age, gender, marital status, and health condition 
were contributing to differences in AC participation. Education levels and personal income did 
not show meaningful patterns to AC participation.  
Specifically, the participate in AC increased when the age decades decreased; Female 
were slightly more likely to participate in AC than male; Married individuals were most likely to 
participate, following that were divorced, single, separated and widowed individuals; people 
who identified themselves as very healthy, healthy and normal health condition had higher AC 
participation than people who were unhealthy and very unhealthy. This finding is opposite to 
the findings of research on paranormal behaviors in western cultures, which show that the 
worse the health condition, the more likely to have paranormal beliefs or behaviors (Wardell 
and Engbreston, 2006; Goldstein, 1999).  
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 Age decades were negatively related to AC participation. That is, the younger the 
generation, the more likely to participate in AC. Common sense has that older generations are 
expected to be influenced by traditional values more than younger generations, so they should 
be more likely to participate in traditions like AC. However, it is the opposite in China.  This 
finding is consistent with the historical periodization of China’s political and ideological 
education in modern times. May 4th Movement and 1949 communist leadership had been 
greatly influencing atheism on Chinese citizens. Since 1978 Reform and Open Up, the 
government’s attitude on “Bringing Order Out of Chaos” and globalization afterwards set up 
ground for the prosperity of beliefs in religions and traditions. Therefore, this finding confirms 
the assumption of inclination on atheist to theist in modern China. This finding is also likely 
because the younger generations have stronger purchasing power, and they also emphasize 
more on spiritual meanings, rather than instrumental values of consumption.  
 
SEM model of AC motivational factors  
 We tried two SEM models for explaining AC. In the first model Model A, AC participation 
was coded as 1= any selection of the AC items, and 0= any other selection. The results show 
that coping with uncertainty and conspicuousness were the only two very weak determinants 
of participation in AC. The coefficients of them were 0.20 and 0.10 respectively.  
In Model B, we counted any one selection of AC items as “1”, any two selection as “2”, 
until selection of all eleven items which was counted as “11”, while no selection was counted as 
“0”. The way of operationalizing AC participation not only makes the data richer, but it is also 
appropriate to operationalize the AC by accumulating the value of each AC items because the 
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dependent variable is expected to measure “all kinds of AC”. The results of model B are shown 
show that cope with uncertainty, belief in magic and gaining positive feeling were the three 
most important determinants for AC participation. The regression coefficient for cope with 
uncertainty was the most robust with a coefficient of 0.61.  
Model B is conceptually a better model for explaining AC participation because the 
coding is conceptually more appropriate for measuring AC. From Model B, we can conclude 
that cope with uncertainty, belief in magic and gaining positive feelings are three most 
important contributing factors to AC participation. These findings are consistent with the 
findings from the grounded theory that motivation of coping with uncertainty, belief in magic 
and gaining positive feelings are two contributing factors for AC. This finding well supports the 
use of major theory of superstitious behaviors to explain AC behaviors, which is that the 
engagement of the superstitious behavior is aimed for coping with fear that comes from feeling 
of uncertainty (Malinowski, 1948, p. 44) and gaining illusion of control (Langer, 1975; Langer & 
Roth, 1975). The finding also confirms that although weak, belief in magic is also a contributing 
factor to explain some AC behaviors.  
The other two important motivational factors, as which also being developed the from 
the grounded theory: conformity and conspicuousness, are not supported in this quantitative 
study. The reason for not being supported is likely due to the quality of scales that used to 
measure conformity. In CGSS (2010), there was only one item found for measuring conformity: 
“I should have the brand if people around me have it.” What we are interested in measuring is 
individual’s general tendency of conformity, but this question is too specific, which restricts the 
conformity to only brand-related consumption.  
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Although the way of counting AC participation in Model B is appropriate, we don’t 
recommend using the same way of coding for other hypotheses in the study. This way of coding 
AC is appropriate for creating a SEM model because it included all kinds of AC participation, and 
the SEM model is supposed to examine how well these five motivations explain all kinds of AC 
participation. However, for other hypotheses, AC participation are considered the tendency of 
participation. Since there are other factors that affects the participation such as setting off 
firecrackers, which is not allowed to practice in cities, and certain AC practices are not common 
in some regions, simply accumulating the count of selection of AC items does not necessarily 
measure the tendency of participation. Hence, we do not use the same way of coding for AC for 
other hypotheses. 
 
Summary of hypotheses 
H1: There is no relationship between beliefs in magic and customary AC. 
Supported. 
H2: The greater the belief in Buddhism or/and Daoism, the more likely to participate in AC.  
Supported. 
H3: The greater the belief in Buddhism or/and Daoism, the more likely to believe in magic.  
Supported. 
H4: The greater the belief in folk religion, the more likely to participate in AC.  
Rejected. 
H5: The greater the belief in magic, the lesser the motivation of gaining positive feelings to 
practice AC.  
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Supported. 
H6: The greater the belief in magic, the greater the motivation of coping with uncertainty.  
Rejected. 
 Firstly, we are highly confident that there was no correlation between participation in 
customary AC and belief in magic. Customary AC are defined in the grounded theory analysis 
that it is a very common type of AC and almost everyone practices it. Specifically, we find that 
customary AC is not related to any of the following beliefs in magic: afterlife, heaven, hell, 
religious miracle, reincarnation, nirvana and supernatural power of ancestors. This indicates 
that belief in magic is not a predictor of AC, and Chinese consumers do not have to believe in 
magic to practice customary AC. We also find that belief in magic is weakly related to non-
customary AC but not much related to overall AC.  
Secondly, we found that belief in Buddhism and/or Daoism was positively related to AC 
participation, but the correlation is weak, therefore, we can conclude that belief in Buddhism 
and/or Daoism is a weak predictor of AC participation.  
Thirdly, we are highly confident that belief in Buddhism and/or Daoism is positively 
correlated with belief in magic, i.e., the stronger the belief in Buddhism and/or Daoism, the 
stronger the belief in magic. And the relationship is relatively strong. This finding confirms the 
same finding from the grounded theory. This finding is consistent with Zhang and Lin (1992)’s 
finding that belief in Buddhism is intertwined with belief in magic. They found that for those 
who identified themselves as neither religious nor believing in god, however, 70% of these 
respondents expressed that they worship gods and claimed the gods they worship belong to 
Buddhism.  
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 Fourthly, there is no relationship between belief in folk religion and participate in AC. 
We found that belief in folk religion is not related to overall AC participation nor any individual 
AC items.  
 Fifthly, we found that belief in magic is negatively related with motivation of gaining 
positive feelings, i.e., the stronger the belief in magic, the more likely to be motivated by 
gaining positive feelings toward AC. The rationale of this might be that the more people believe 
the magical effects of AC, the more likely they use AC for seriously dealing with actual 
problems, and the less likely they use AC for simply coping with mental stress. One concern that 
needs to be brought up about this conclusion is that the validity of the measurement for 
motivation of gaining positive feelings might be questionable. Note that the questions for 
measuring gaining positive feelings were asked as “Do you agree that religions have the 
following benefits?” with answers “To find inner peace and happiness” and “Be comforted 
when you are sad or in difficulties.”. My justification for using these two items for measuring 
motivation of AC is that benefits of religions are often regarded the same as benefits of 
animistic worshipping such as practices of AC. Despite of this justification, these two items are 
still designed to measure a belief instead of a behavior, therefore, we suggest the use of this 
finding with discretion. 
Lastly, the results show that the stronger the belief in magic, the less likely to be 
motivated by coping with uncertainty, which rejects H6: The stronger the belief in magic, the 
more likely to be motivated by coping with uncertainty for AC. H6 is a pattern found among the 
participants from the grounded theory study. The rejection of H6 is possibly due to the same 
concern raised on the validity of the measurement. The concern is that coping with uncertainty 
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is measured by the question asking whether agree with the statement “when I have doubts, I 
feel I believe in God”. This statement is literally measuring the motivation of believing God, 
however, I have justified the use of this item because in China, belief in God is often confused 
with belief in heaven, religion and other animistic spirits. Despite of this justification, this item 
still measures a belief, rather than a behavior. Thus, we suggest the use of this finding with 
caution. 
 
Limitations 
 Although researchers should keep an open mind during initial coding process to avoid 
having a priori assumptions (Charmaz, 2006, p. 48; Glaser, 1978, 1992), it is impossible 
eradicate preconceived ideas that may bias the coding (Dey, 1999, pp. 251). In order to 
minimize the bias from single researcher’s coding, a good strategy is having other people code 
the data and then compare their coding with each other (Charmaz, 2006). However, at the 
time, the PI, myself was the only person able to code the transcripts in Chinese language. 
Therefore, the coding might be biased by PI’s perspective and preconceived knowledge.  
Also, since the I was born as raised in China, participants might have skipped explaining 
further on some concepts because they expected me to know them already. Furthermore, due 
to my cultural background, during analysis, I might not as acute to react to some emerging 
themes which someone from a different culture might feel sensitive about. The interpretation 
of the data in the grounded theory study might be biased due to the my positionality, too.  
Moreover, translation was done by only the PI, too. Although I did a lot of research in 
order to find better terms in English, if I could have worked closely with an American 
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researcher, some terms could be translated more accurately so that English readers would find 
the concepts more relatable and make more sense.  
For secondary data analysis, researchers often lack control of what types of and how 
many questions asked in the secondary data for the purpose of their own research, and this is 
common limitation of using secondary data (Vartanian, 2010). In the present study, questions 
being selected from CGSS (2010) might not accurately measure the variables for the hypotheses 
from the current study, because there are no direct questions measuring the variables for the 
current study. Thus, the validity of scales selected from CGSS (2010) might not be ideally high. 
An example of this problem is that there is no direct question from CGSS questionnaire 
measuring the variable “motivation of coping with uncertainty”. The closest measurement is 
the item: when I have doubts, I feel I believe in God. This item was eventually used because 
belief in God is often confused with belief in heaven, Buddha, and other animistic objects in 
China (F. Yang, 2018; Yang, 1961, p. 295).   
The low responses of CGSS (2010) on participation in AC may cause inaccuracy of some 
analyses in this research. We are not sure the 7552 N/A responses was manipulated by the 
government due to political sensitivity, or it is due to a flaw in the design of the questionnaire. 
The way the questions asked for measuring AC may have reduced the participants’ reports on 
AC practices frequencies, which asked “have you or have you asked others done the following 
practices within the past year”. The problem with this way of asking is that lots of auspicious 
practices being asked are not practiced on an annual basis. For example, the practice “wearing 
red waist belt or red thread in ‘your zodiac year’” happens only once in 12 years because the 
zodiac cycle repeats every 12 years. Also, practices such as “Giving birth to child in auspicious 
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years” and “choosing lucky dates for wedding” must be only few times for a lifetime because 
events like giving birth to child and having wedding only happens few times in lifetime. 
Therefore, the responses to these questions must reflect much lower frequencies than actual 
ones. Similarly, “consulting Fengshui” is usually practiced by commoners for big events such as 
buying or moving to a new house, and these events also do not occur on an annual basis.  
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CHAPTER 8. CONCLUSION AND IMPLICATIONS 
Conclusion 
 Auspicious consumption (AC) is a term created for this research to study this popular 
but academically ignored consumption pattern in China.   
According to the grounded theory analysis, auspicious consumption (AC) is defined as 
consuming auspicious objects (accessories, decorations, clothing, plants, pets and art) and 
services (Feng shui and numerology counselling, ritual services and consecration services), and 
engaging in auspicious practices (practicing customs, worshipping divines, visiting ancestors’ 
graves, practicing religious rituals) that are thought to magically bring worldly favorable 
outcomes (safety, health, prosperity, wealth, status and success) and eliminate worldly 
misfortunes for the consumer, while misfortunes are events that are unfavorable or that 
impede people from gaining worldly benefits.  
AC has two ways to manifest auspiciousness: homophones and symbolism. 
Homophones are words that have similar pronunciations as auspicious meanings. AC that has 
homophonic pronunciations can be used for expressing auspicious connotations. For example, 
an auspicious license plate that contains 8, which is homophonic to being prosperous. 
Symbolism is a sign or a metaphor of auspiciousness, AC that has the sign or metaphor of 
auspiciousness can be used for symbolizing auspiciousness. For example, decorating weddings 
using auspicious symbols such as dragon and phoenix symbolizes the couple’s auspicious 
future. 
Based on the findings from the secondary data quantitative analysis, the popularity of 
AC is 44% in mainland China. 
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The grounded theory study found that belief in AC magical effects, conspicuousness, 
conformity, coping with uncertainty, affect, cheering up, spiritual sustenance and habit are 
what motivated Chinese consumers to engage in AC. The quantitative study further confirmed 
that cope with uncertainty is the strongest predictor of AC participation, while belief in magic 
and gaining positive feelings are two other contributing factors; however, their strengths in 
explaining were a lot weaker.  
 Based on the SEM model from the quantitative study, magic is not a major contributing 
factor to AC participation; however, belief in magic was quite common in China. This implies 
that using AC engagement for testing Weber’s theory on magic and capitalism is not ideal. The 
secondary data show that the percentage of Chinese people’s belief in magic was 22%. The 
items being asked for measuring magic were beliefs in afterlife, heaven, hell, religious miracle, 
reincarnation, nirvana, and supernatural power from ancestry. Any selection of these items was 
counted as having belief in magic.  
 Demographic factors such as age, gender, marital status and health conditions are found 
to be related with AC participation. Age decades were negatively related to AC participation, AC 
participation increases with every decrease in age decade. Female’s participation is slightly 
higher than male. Married individuals were most likely to participate, while separated and 
widowed had the lowest participation. Individuals who identified themselves as healthy had the 
slightly higher participation than those who identified themselves as unhealthy. This finding is 
inconsistent with findings from previous studies, and is also unexpected because people who 
are unhealthy are expected to rely more on AC because of the feeling of having less control of 
life.  
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 Additionally, consistent with sinology theories, we found that the stronger the belief in 
Buddhism and/or Daoism, the more likely to believe in magic. Also, the stronger the belief in 
magic, the more likely to be motivated by gaining positive feelings toward AC. Moreover, our 
results show that the stronger the belief in magic, the less likely to be motivated by coping with 
uncertainty. 
 
Chapter 9. Contributions and Implications 
Auspicious consumption (AC) was named for the first time in this dissertation research. 
In the past, there was no concept for AC, as AC practices were dispersed and mixed with all 
other religious, superstitious or paranormal practices. They are seemingly identical with all 
other practices, but they have unique attributes that made them distinguished from other 
practices. In this dissertation, based on what the participants reported in the interviews, I 
collected a great variety of these practices. Then I theorized the common characteristics among 
these practices and named them “auspicious consumption”. Furthermore, I classified different 
types of AC, explained the cultural meanings of AC practices, as well as analyzed the sociological 
and psychological factors contributing to AC.  
Studies using single method as their approach often have limitations. Qualitative studies 
or grounded theory studies often lack strength of generalizability due to limited sample size. 
However, this dissertation addresses this shortcoming by conducting a subsequent quantitative 
study. This quantitative study is based on a national survey data. Some of the findings from the 
grounded theory study were further tested in this national survey data and were confirmed to 
be generalizable.  
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Moreover, it is difficult to conduct empirical studies on religious beliefs and behaviors in 
China, because data related to Chinese individuals’ religious attitudes are rarely available to the 
public due to political sensitivity (Yang & Hu, 2012). This dissertation made a significant attempt 
by collecting such type of data. The grounded theory study collected the first-hand cultural 
narratives that came directly from AC practitioners’ mouths.  
Furthermore, the findings on the motivational factors of AC complements Weber’s 
theory on rationality and spirit of capitalism. Weber posits that magic should not be expected in 
a society that is filled with spirit of capitalism. The grounded theory study found that Chinese 
consumers do not have to believe in magic to practice AC. Besides belief in AC magical effects, 
Chinese consumers are motivated by other factors such as conspicuousness, conformity, coping 
with uncertainty, affect, gaining positive feeling, spiritual sustenance and habit.  
My findings imply that magic is not eliminated in capitalism, rather, it is subsumed by 
capitalism. This is consistent with Marx’s claim that capitalism subsumes everything, including 
all barriers in capitalistic development (Murray, 2016).  
In the field of social psychology, analysis on AC introduces complex motivations in Asian 
cultures. This dissertation research provides an opportunity for scholars to understand such an 
old enchanted consumption behavior in China. It also provides a scope for understanding the 
ideology, mentality, norms, and psychology in China and other Asian Confucius cultures. Future 
research on folk belief and religion, superstition, and religion could compare with my work or 
refer to the findings from this work.  
 The categorization of AC in this dissertation provides references for developing scales 
for measuring AC in future research. Future research may study the differences of belief in 
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magical effects from different types of AC, because the findings from the grounded theory 
show that some ACs were believed to have more real and serious magical effects than others. 
For example, some participants expressed that they did not particularly believe that auspicious 
objects that had homophonic connotations will bring them auspiciousness, but they felt praying 
for Buddha, practicing Fengshui and consulting numerology will magically bring them good 
outcomes.  
 Future research on sociology might be interested in finding out what characteristics of 
AC contribute to their popularity. For example, what makes AC more popular than non-AC 
practices such as fortune-telling, astrology, and dream-interpretation.  
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APPENDIX B. INFORMED CONSENT 
 
知情同意书 
 
您好， 
 我叫于丹青，是爱荷华州立大学 (Iowa State University, USA) 社会学系的博士研究
生。我正在进行一项关于中国企业家精神和吉祥消费的课题调研，需要深度访谈国内一些
行业的代表人物，了解他们的价值取向以及对吉祥消费的观念。 
 吉祥消费是指一切寓意吉祥或可带来幸运的消费或活动。日常生活中您参与此类消
费与活动吗？比如，在空间里放置吉祥物品，佩戴吉祥饰物，择吉日，择吉数，祈祷和拜
祭神灵以求吉祥与好运，等等等等。吉祥消费对于我们再熟悉不过，但对于西方人却并不
常见，更不要提理解它背后的涵义。考虑到您是此行业最具代表性的人物之一，希望您愿
意接受我的采访。 
 此深度访谈大概持续 30 分钟至一小时。访谈过程会被录音和译成英文。您的参
与、身份信息和回答都会完全保密。 您的身份会被编码，所以除本人之外，不会再有其
他人识别您的身份。另外，您拥有绝对的自由拒绝回答任何问题，或随时终止您的参与。 
 虽然您的参与可能并不能直接给您本人带来利益，但这会帮助西方研究者更好地理
解吉祥的涵义和吉祥消费的意义 。您的参与是对西方社会学知识领域作出的重要贡献！
如果您有任何关于此研究的问题，可以联系： 
 
于丹青 
电话: (+1) 515-493-7464 
Email: danqing@iastate.edu 
 
 您会在 24 小时内收到回音。如果您有任何关于您参与此调查的权利的问题，或者 
任何疑虑或投诉，请和爱荷华州立大学伦理审查委员会(Institutional Review Board)联 系。
电话是(+1) 515-294-4566 或 (+1) 515-294-4215，或通过 email: IRB@iastate.edu。 
 
 点击“同意”选项表明： 
1）您已经阅读了以上信息，2）您自愿同意参与此调查，3）您已满 18 岁 
点击“不同意”拒绝参与。 
请选择下列选项 
a. 同意。 
b. 不同意。 
请在下方签上您的姓名：  
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Consent form (Translated) 
Hello, 
 My name is Yu Danqing. I am a Ph.D. student in sociology at Iowa State University. Right 
now, I am conducting a study on Chinese entrepreneurship and auspicious consumption. This 
study requires in-depth interviews with representatives from different industries, from which to 
learn their values and beliefs, and their attitude towards auspicious consumption. 
 Auspicious consumption is any consumptions or activities that signals or symbolize 
auspiciousness and luck. Do you participate in these consumptions or activities in your daily 
life? For example, placing auspicious objects in your home or office, wearing auspicious 
adornments, picking auspicious dates and numbers, praying or worshiping for auspiciousness 
and good luck, and so forth. Auspicious consumption and activities are very familiar to us, but it 
is uncommon in western cultures, not to mention understanding the meanings of it. 
Considering you are one of the most important representatives in your field, I am hoping to 
have the opportunity to learn your opinions on it. I hope you will be willing to accept my 
interview.  
 This in-depth interview will last for 30 minutes to an hour. The audio of our conversation 
will be recorded and translated into English. Your participation, identity and responses will all 
be kept completely confidential. Besides, you have the absolute freedom to refuse answering 
any of the questions or end your participation at any time. Although your participation might 
not directly bring you personal benefits, it will help western social science researchers 
understand the significance of auspiciousness and the meanings of auspicious consumption. 
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Your participation is important contribution to western sociology field of research! If you have 
any questions, you may contact: 
Yu, Danqing 
Tel: (+1) 515-493-7464 
Email: danqing@iastate.edu 
 Select “Agree” indicates that : 1) You have read the information above, 2) You are 
willing to participate in this study, 3) You are at least 18 years old. 
Select “disagree” indicates that you refuse to participate. 
 
Please select below: 
a. Agree 
b. Disagree 
Please sign your name below: 
 
  
